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“next to KONO-tv... 
a this is the best way to reach 
the greatest number of people’’ 












































San Antonio's Channel 12 








KONO.-TV (ABC) gets the message across in a big way with 42.6 Share of Audience 
9 A.M.-Midnight Sunday through Saturday . . . against 29.6 and 27.7, 
according to latest ARB (August '60) 


Get the‘‘Inside Story’’ on San Antonio Television 
Represented by the Katz Agency 
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MAGIC MOMENTS 
IN SPORTS 


The sports world’s most 
thrilling moments — Man 


O’War, the first four-minute 
mile, Bobby Thompson’s famed 
homer — in dramatic film clips 


from famed Pathe News. 


Narration and local “color” 


by Leo Durocher, one of 
sportsdom’s most 
colorful personalities. 





JAA 





CAMPY’'S 
CORNER 


Roy Campanella, joined by noted sportscaster 

Chris Schenkel, is co-host on this intimate half-hour 
series. Campy and Chris interview celebrities 

Garry Moore, Mel Allen, Faye Emerson, Kyle Rote, 
Sam Levenson, Jack Benny—people who make 

the news. Special features such as “Campy’s Mailbag” 
and the inspirational “Campy’s Scrapbook” 

make “Campy’s Corner” one of television’s 

brightest spots. Available on tape and film. 

Also 260 five-minute radio shows. 






WOMEN’S 
MAJOR LEAGUE 


BOWLING 


26 challenge matches among 

the nation’s top women 
professional bowlers. Winner | 84™Me 
from preceding week 


Prominent sportscaster 
Fred Wolf comments. 


and many others like Call the Play, 


Animal World, Pulse of the City, his s 
Willie Wonderful. Still other sports and will gi 


special subject series are now being the bi 


planned. Whatever your programming 
needs, you'll find you can do the job 
with a sports or special subject 

from Javelin Productions. 





-AND 
BACK BiG! 


THE NFL 
RESENTS 
















4 The National 
Football League ... 


26 weeks of full-hour, 
full-game TV thrills... 


You'll see all the great 
teams, all the sensational 

‘{ plays in the 26 most exciting 
nner | games of the current NFL 1960 
| season—brought to you complete 
pion.| but without the non-action delays— 


-} Last year, “THE NFL PRESENTS” 

‘racked up big ratings for advertisers from tf 
a coast to coast in markets such as Baltimore (1st “ 
in its time period) ; Tulsa (1st in its time period) ; 
} Cincinnati (1st in its time period). (ARB-1960) 


This season—another action-packed 26 weeks that 
nd } Will give stations, regional advertisers—all advertisers— 
| the big rating score. WIRE OR PHONE TODAY. 


ong 
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JAVELIN PRODUCTIONE 


? 
A DIVISION OF INDEPENDENT TELEVISION CORPORATION 


488 Madison Avenue * New York 22°: Plaza 5-2100 
ARTHUR “SKIP” STELOFF, General Manager * MEL SCHLANK, Genera! Sales Manager 
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Letter from the Publisher 


One Brief Year Later 


A little over a year ago the television industry was seared by the 
quiz scandals that brought forth a storm of indignation from edu- 
cators, the clergy and “thought leaders” throughout the nation. As 
each day brought forth new and damaging evidence it was accom- 
panied by eight-column front-page headlines, editorials and 
speeches. The networks moved quickly and decisively not only to 
clean up the mess but to take positive steps to insure that there 
would be no recurrence. 


Long before the quiz scandals, several industry leaders realized 


that television needed and should have a well-manned organiza- 
tion which could be a central source for factual information on 
television and could work with various educational, religious, social 
and service groups. Thus the Television Information Office was born. 
To head it up, the organization committee selected knowledgeable, 
experienced Louis Hausman, who came to the job with an out- 
standing 20-year record with CBS. 

In a little over a year the climate has changed, and the image 
of the industry has been greatly enhanced since the dark days of 
September and October 1959. A great deal of this change is apparent 
as a result of the past year’s outstanding public-service and public- 
affairs record of the networks and of individual stations. A great 
deal of it is due to the direct activities of TIO. In the past year 
TIO has issued the Roper Study on Public Reaction to Television, 
has worked with such organizations as the American Association 
of University Women, General Federation of Women’s Clubs and 
PTAs, and has organized seminars and discussion groups on the 
sociological impact of television. 

Further, TIO has published a study on children and television by 
Wilbur Schramm, and a 288-page best-seller (15,000 copies) called 
Interaction, has arranged for countless speeches before important 
groups, has originated a program bulletin on public-service and 
public-affairs shows, now published jointly by stations in over 20 
cities, has run a series of ads in publications geared to intellectuals 
such as The Atlantic Monthly, Harpers, Saturday Review, The Re- 
porter and Harvard Business Review and has arranged with the 
Board of Education of New York City for a 15-week course for 
teachers. If this idea works, it will be tried in other cities. 

TIO realizes that it has a never-ending educational job to do, but 
one of the greatest educational jobs has to be done on the tele- 
vision station owners and managers themselves. It is incredible that 
only 150 stations are supporting the efforts of TIO. The objectives 
of TIO are broader than creating a receptive image for television. 
It is, in effect, upgrading the medium economically as well. 

Louis Hausman can’t tote around the thousands of letters he has 
received, the voluminous press clippings and other tangible evi- 
dence of TIO activity, nor should he have to. His job is outside of 
the industry rather than within. It is, however, incumbent on every 
station owner and manager to get behind the Television Information 
Office with positive financial support, for it is only with unified sup- 
port that TIO, whose efforts benefit every single station on the air, 


can be successful. 
Cordially, 
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mendous impact of the tape revolution on the 
production and economics of TV is being 
singly in all areas—from network and spot 





commercials to dramatic shows and other program- 
ming, at both national and local levels. Here, on the 
next page, are some of the pleasantly surprising 
things you can expect when you turn to tape to shoot 
your next commercials . . . 
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6 proved ways “SCOTCH” BRAND LIVE-ACTION VIDEO TAPE 


brings new quality and savings to your TV commercials! 





The picture “lives” on “ScorcH” BRAND 
Video Tape . . . says to the viewer, “It’s 
happening right now!” The extraordinary 
visual presence of video tape, its real au- 
thenticity of sounds, provide a new dimen- 
sion of believability to commercial or show. 





Immediate playback—in a matter of 
seconds—tells the producer, director, per- 
formers, camera crew whether this “take” 
is the one to keep, or whether a second will 
add worthwhile values of lighting, focus, 
pacing and delivery. No processing wait. 


Tape saves days because of the uninter- 
rupted work schedules it makes possible. 
You complete assignments in less time, then 
go on to the next without the distraction of 
unfinished business. It helps schedule talent, 
studios, crews efficiently. 





Fast editing is a video tape feature. Its 
amazing flexibility lets you make last- 
minute changes. Sight or sound tracks can 
be erased and redone speedily. New scenes 
can be inserted and complete rearrangement 
of elements effected at the last moment. 


Special effects machines used in video tape 
recording make possible an unlimited se- 
lection of effects. Wipes, match dissolves, 
pixie and giant people, combination of ani- 
mated cartoons and live-action people, 
zooms, supers—video tape does them all. 


Speeds up approvals. Client approval of 
commercials can be had the same 28 taping 
is made! When tape is the medium, the men 
who make the client’s decision can be on the 
scene to give their approval when enthusiasm 
is high. No processing delay! 





“Scotcn’’ BRAND Video Tape has 


ushered in a new TV age! Along with 








audible range and instrumentation 
tapes, it was originated and pioneered 
by 3M. And it is through continuing 
and pioneering research that 3M is 
known and recognized as world leader 
in the development, manufacture and 


distribution of quality magnetic tapes. 


Enclose 








Send for: *“*The Show is on Video Tape," 
a new booklet of case studies on the taping of network 
commercials, drama programs, and local “spectaculars.” 
25¢ in coin to cover mailing and handling 


costs. Write 3M Co., Box 3500, St. Paul 6, Minnesota. 


*“SCOTCH” and the plaid design are reg. T.M.’s of 3M Co., St. Paul 6, Minn. 
Export: 99 Park Ave., New York. Canada: London, Ontario. © 1960 3M Co 
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KTVE, Full Power, 316 KW, with a 1350 ft. Tower is 
THE GUIDING STAR FOR OVER 158,000 TV HOMES Qe 


(Television Magazine) in 3 Metro Areas—Monroe, La., 


Greenville, Miss., and El Dorado, Ark. 


JOHN B. SOELL—Vice President-Generai 
Manager 


El Dorado, Arkansas-Monroe, Louisiana 


SEE YOUR NEAREST BOLLING REPRE- 


SENTATIVE TODAY! IN THE 
SOUTH . .. SEE YOUR CLARKE. 


BROWN REPRESENTATIVE! 
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SATURATION 

MUSCLE 

THAT 
DOMINATES! 


COVERAGE! 
308,000 TV homes in North and South 
Dakota, Minnesota, Montana and Canada. 


PROGRAMS! 
CBS, ABC and NBC* networks, plus top 
syndicated and locally produced shows! 





LOW COST! 


Lower CPM based on coverage than any 


other North Dakota combination. 


PUBLIC SERVICE! 


Locally produced educational television, cov- 


erage of local civic and political events. 


MARKET MAKER STATIONS 


KXJB-TV, Valley City; KXMC-TV Minot; KBMB-TV, Bismarck; 
KXGO.TV, Fargo; KDIX-TV, Dickinson; *KXAB-TV, Aberdeen. 





ONE 


CALL...ONE 


CONTACT...ONE 








SEE YOUR LOCAL WEED TELEVISION REPRESENTATIVE, OR BILL HURLEY, MINNEAPOLIS 
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Storer Broadcasting Company has learned 
that responsible, responsive audiences are 
the keys to success in broadcasting. We’ve 


learned that the best way to develop such 

audiences is to operate in the public interest. 

We’ ve learned, too, that before you can sell 
a product or an idea, you first must earn 


your position within the community, both 


as a good neighbor and as a broadcaster 
of integrity. 
For 33 years Storer stations have had 


responsible, responsive audiences. We are 
appreciative of this continued interest and 
confidence; and we will do everything with- 
in the bounds of good taste and highest 
community service to keep them. 


STORER BROADCASTING COMPANY 


33 years of community service 





Radio Television 
DETROIT. . .WJBK DETROIT....... WJBK-TV 
CLEVELAND... .WJW CLEVELAND. ..WJW-TV 
TOLEDO...WSPD MILWAUKEE.. .WITI-TV 
WHEELING...WWVA ATLANTA...... WAGA-TV 
PHILADELPHIA... .WIBG TOLEDO........ WSPD-TV 
MIAMI...WGBS 


LOS ANGELES...KGBS 
NATIONAL SALES OFFICES: 625 Madison Ave., N.Y. 22, PLaza 1-3940 / 230 N. Michigan Ave., Chicago 1, FRanklin 2-6498 
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In TV too... 
FILM does the‘impossible’! 





“VE GOT NEWS FOR YOU"’... Again, the dog is right. Film, and film alone, 


‘Sure, I'm Ford’s shaggy dog... rated one of does three things for you: (1) gives animation— 
the brightest, even if | do say so myself. But, crisp, exciting; (2) provides the optical effects 
frankly, I'd get nowhere, if | weren't on film. And you've always required for high-polish com- 
that, I'm told, goes for thousands of other TV mercials; (3) assures you the coverage and 
commercials—animated and otherwise."’ penetration market absorption requires. 


For more information, write Motion Picture Film Department 


EASTMAN KODAK COMPANY, Rochester 4, N.Y. 


East Coast Division Midwest Division West Coast Division or W. J. German, Inc. Agents for the sale 
342 Madison Avenue 130 East Randolph Drive 6706 Santa Monica Blvd. and distribution of Eastman Professional Motion Picture 
New York 17, N.Y. Chicago 1, Ill. Hollywood 38, Calif. Films, Fort Lee, N.J., Chicago, Ill., Hollywood, Calif. 


ADVERTISER: Ford Motor Car Company 
AGENCY: J. Walter Thompson Company 
PRODUCER: Playhouse Pictures—Hollywood 



































































































































































































































Documentaries 


. the article . . . was most in- 
teresting and informative, and tells 
a story that probably will surprise 
many even within the industry who 
have been unaware of the time-con- 
suming and costly effort being put 
into this kind of programming. 

Date CLARK, 
Director of News and Public Affairs 
waca-Tv Atlanta 


on documentaries . . . tele- 

vision needs to tell its audience more 

about some of the important pro- 

gramming being done by many, many 

stations, and your excellent publica- 

tion has made a significant contribu- 
tion in this direction. 

J. C. KeELLamM 

General Manager 

KTBC-TV Austin, Tex. 


. . . the documentaries article . . . 
very interesting and worthwhile read- 
ing—a splendid compilation of ef- 
forts by television stations not nor- 
mally or regularly recognized 

CHARLES A. BALLOU 
Program Manager 
wpBJ-TV Roanoke 


like to express both Mr. 

Riple’s and my own apreciation of 
your inclusion of wast’s Swing Into 
Summer program in the November 
14th issue . . . It is this type of ar- 
ticle which encourages stations like 
wast to forge ahead in this field . . . 
Micuae 5S. ARTIST 

Promotion Manager 

wast Albany 


Image Clarification 

The “image” article was most in- 
teresting, and, once again, TELE- 
VISION AGE has demonstrated its abil- 
ity to spot and report on a trend just 

as it is becoming a trend... . 
Wicsur M. FromM 
Manager-New Business and 
Promotion 
NBC Spot Sales 


To an otherwise excellent story on 
tv’s image I must take two excep- 
lions. 

First, where I am quoted as saying 
that “image” cannot be measured or 
proved. It is extremely difficult, if not 
impossible, to trace direct, immediate 
cash-register results to this very tan- 
gible intangible, but the CBS Televi- 
sion Stations Division pioneered last 
year in presenting to the industry a 
major depth study which proved con- 
clusively (a) that image can be meas 
ured in terms of its influence on view 
ers, and (b) that it is measurably 
significant to advertisers. 

Second, where you say, if I read 
you correctly, that image is usually 
a crutch employed to help get busi- 
ness “even when the factual data are 
not quite equal (for they seldom 
are).” Certainly media substitute 
image for numbers when the arith- 
metic is unfavorable, but it does no 
service to the image concept to imply 
that this is the area in which image 
is most useful and most employed. | 
think you'll find that the stations 
which have done the most outstand- 
ing—and most successful—job of cre- 
ating and selling image are those 
who are also first in their market 
(indeed, a favorable image undoubt- 
edly helps raise the ratings! ). 

In the introduction of our study, 
we are quick to point out that “the 
CBS-owned stations mentioned are 
well known to be first in their re- 
spective markets by any quantitative 
standards. This study is not a sub- 
stitute for audience surveys. Rather, 
it supplements them . . . providing 
even greater justification for the 
many advertisers and agencies who 
make the CBS-owned stations their 
first choice in television.” 

Despite these two small exceptions, 
I hope you will continue to sell image 
as a very important (and measurable) 
asset to the television advertisers. 
And many thanks for giving me the 
opportunity to participate in the dis- 
cussion! 

THomAs MEANS 
Director, Advertising and Sales 
Promotion 


CBS Television Stations 


New York City 
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Spend your time more profitably 
in North Carolina where WSJS 
television gives you grade A 
coverage of a bigger retail sales 
market than any other station 


WY SF &= television 


Winston-Salem / Greensboro 


RB CHANNEL 12 
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PETERS, GRIFFIN, WOODWARD-— REPS. 
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CBS-TV’s Paramount Pay-Tv Show 
A tape version of Anton Chekov’s A Country Scandal 
has been produced through the facilities of CBS-TV for 


Paramount's toll-television arm, Telemeter. The program, 


pilot project is what is said to be an $11-million Tele- 
meter development plan, will be shown in Etobicoke, that 
Toronto suburb, after the first of the year. It will be 
the first-made-for-pay-tv program to be piped into homes, 
and CBS-TV’s first contribution to that medium. 


Fine For Ford’s Future 

A fascinating tv story is taking place in Miami, ac- 
cording to reports, where Ford and Chevrolet are battling 
for leadership. Miami’s Dade county has traditionally 
been a Chevy stronghold, with both individual and fleet 
sales giving it dominance. For the past year, however, 
Ford dealers have been pooling their efforts to keep a 
continuous barrage of tv spots and programs before the 
public. And during the year—while GM has been lead- 
ing Ford widely on a national basis—the race has been 
neck-and-neck in Miami. Chevrolet dealers, splitting 
their budgets among various media, are eyeing Ford’s 
almost-100-per-cent dependence on tv with interest. 


Gillette Swings Spot-ward 

With network sports shows cut to a minimum and 
competition keen as sharp-eyed electric-shaver manu- 
facturers vie for what's left, “we're being forced to look 
to spot schedules for exposure,” said a Gillette account 
spokesman at Maxon, Inc. The firm, which first used 
spot to a measurable degree this past summer for its 
new Right Guard deodorant, just set 18 top markets with 
39 weeks of spot for all products and will expand into 
many more areas early in 1961. 


Silver Lining From Shell 

A broadcast buyer who acquired some of the Shell 
Oil tv-program franchises over a four-year period at J. 
Walter Thompson has expressed a view that tv would 
benefit from the account’s switch to print. “Clients such 
as Procter & Gamble, Bristol-Myers and others who 
ordinarily don’t use newscasts snapped up the programs, 
finding they’re cheaper than spots in some cases.” The 
buyer, now at another agency, noted he had re-bought 
some of the shows he once bought for Shell for his new 
accounts. “The stations will come out ahead,” he said, 
“because many of the Shell rates were negotiated, and 
the time now goes back to rate card.” 


More Cartoons For Syndication 

Bill Sturm Studios, commercials animation house, is 
near a deal with a distributor for the production of a 
new five-minute cartoon series for syndication. That 
impending transaction, plus a new five-minute cartoon 
series to be produced by Hanna-Barbera Productions on 


wars sero somo ru sons | CLE-SCOPe 


the west coast for Screen Gems, seems to make animation 
just about the only sure trend in syndication in 1961. 


“If We’d Known Then. . .” 

One of the top 10 video agencies has experimented 
over the past two years with a research technique to 
“predict” the probable success or failure of new pro- 
grams. The method, which involves interviews in Niel- 
sen’s 24 markets on viewer attitudes toward an upcom- 
ing show’s title, stars and story outlines, showed a 
month before its premiere that one new show would 
fade quickly. The only problem: a client of the agency 
had signed for the series nearly a year ago. Sponsored, 
the show went on and, true to the researchers’ predic- 
tions, it’s an early casualty. 


When Will Buckeye Stop? 

The Buckeye Corp. made its third important acquisi- 
tion in the commercials production field last week when 
it merged Klaeger Film Productions, Inc., under the 
Transfilm-Caravel umbrella. Film-production personnel 
and facilities of the organizations (which were once 
three) will be consolidated at Transfilm-Caravel’s studios. 
Robert H. Klaeger has been named president of a newly 
formed Film Production Division and a senior vice 
president of the company. 


Color Climbs in South 

In the Charleston-Huntington market, one tv-set dis- 
tributor is boasting that one out of every five sets he’s 
shipping to local dealers is a tint receiver. Color promo- 
tion by wsaz-Tv, which is carrying feature movies in 
multichrome on a regular weekly basis, is believed help- 
ing color get a hold on the replacement-set market. 


Dollars From Dixie? 

There’s a strong possibility the Dixie Cup Co. will be 
back in tv during the year ahead. James Stitt, advertis- 
ing director of the American Can Co. division, noted 
that tv was being considered along with print media for 
61. Video hasn’t been used this past year, but spot was 
employed sporadically during summer °59 for ice-cream 
sales. Len Soglio is the timebuyer at Hicks & Greist, Inc. 


Should Auld Acquaintance Be Forgot? 

Personnel cutbacks at top agencies continue to bring 
unwanted holiday surprises to numerous employes, with 
Benton & Bowles and BBDO among the firms joining J. 
Walter Thompson in passing out the pink slips. B&B, 
which this year lost Conoco, Carling, Columbia Records 
and others, emulated a baseball-club owner who expresses 
confidence in his manager one day and fires him the 
next, by holding a “pep session” for the entire staff just 
before the lay-offs. 
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The signs are unmistakable. The 
crowds are turning to WNBC-TV! 
Take news for example. The “11th 
Hour News,” Monday thru Friday. 
It has a larger nightly audience 
than any other single-station 
news show in the nation!* With 
news on five New York channels 
to choose from at 11 o'clock, the 
figures show that thousands switch 
over to Channel 4 for responsible, 
comprehensive coverage. 








From “The Dave Garroway Today 
Show” in the morning, to Ray 
Scherer and Leon Pearson in 

the afternoon, to award-winning 
Gabe Pressman and “The Texaco 
Huntley-Brinkley Report” in the 
evening, on to John McCaffery 

at night, New York viewers are 
switching to WNBC-TV in 
increasing numbers for clearer, 
more complete news reporting. 
This is why more people watched 
the political conventions and 
election night coverage on 
Channel 4 than on any other 
station in town!** 


Join the switch to the station 
where news comes first! 


WNBC-TV CHANNEL 4 NEW YORK 
NBC Owned and Operated 
Represented by NBC Spot Sales 


*Source: Nielsen New York report, November, 1960 
(and true in all but one complete report 
throughout the past year!) 


**Source: Nielsen Instantaneous Audience Ratings, 
July and November, 1960 






















KRNT-TV is 
very big in Des Moines 





Big in total audience — see all surveys 

Big in total adult audience — see all surveys 

Big in service to the community — see Central Surveys 

Big in news — five years of dominance — see all surveys 
Big in personalities — see Central Surveys 

Big in believability — see Central Surveys 

Big in local business — see FCC figures 

Big in the lives of people in the community—see the people 


Big in sales impact — see Katz 


KRNT-TV is 
Des Moines Television 


A COWLES OPERATION 
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Business baromete 


National spot’s gain in October billings was one of the best in television's 
history, the TELEVISION AGE copyrighted Business Barometer reports show. 


F 





October spot was 30.6 per cent ahead of September billings, a jump that came on 
top of an 18.3-per-cent gain in September over August. 





A comparison of business in this division with that a year ago shows that a gain 
of 5.8 per cent was registered, the Business Barometer figures further reveal. 








Comparing October 1960 spot 
gains over September for 
previous years shows the 4 month-to-month and year-to-year compariso 
second best percentage Oct. Nov. Dec. Jan. Feb. Mar. Apr. M june July A 
rise since the Business 
Barometer reports were 
begun seven years ago. 
In 1954 October spot 
billings were up 27.8 
per cent; in 1955 the 
gain was 27.7 per cent; 
1956, 22.0 per cent; 
1958, 35.5 per cent; 
1959, 29.0 per cent, and 

: this year, 30.6 per cent. 





NATIONAL SPOT 











~~ 


The 5.8-per-cent increase for 
this October over Oc- 
tober 1959 was not, 
however, as great as the 
rise of 14.2 per cent 
recorded by spot bill- 

7 ings in October a year 

ago over the same 

month in 1958. 




















Spot business normally drops 
in November, and there 

| is no particular evidence 

that this trend will 

not pertain this year. 








Spot's jump of 30.6 per cent in October, coupled with the substantial gains made in 
the two previous months—18.3 per cent in September, 9.6 per cent in August— 
contrasts sharply with the 22.7-per-cent drop in July because of displacements 
caused by the two national political conventions held during that month. 








Index points at the right side of the accompanying chart are based on the arbitrary 
assumption that 1953, the year in which the surveys started, is zero. 





The Business Barometer reports are based on a nationwide survey, with reports made 
by stations of all sizes in all parts of the country. The figures are sent 
to Dun & Bradstreet, and percentage computations are supplied the editors of 
TELEVISION AGE. 





A report on local ard network billings for October will be published in the 





January 9th issue. 


oa 
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BUY THE BIG ---LV/TV! 





CHECK THESE BIG 3 REASONS... 


@ LAS VEGAS TELEVISION COVERS THE BIG LAS VEGAS AREA MARKET. . . TV homes outnumber 
circulation of the largest printed medium by over 50% ! 


@ LAS VEGAS VIEWERS VIEW MORE .. . 7.36 hours per household daily versus national average 
of 6.20 hours.* 

@ LAS VEGAS VIEWERS BUY MORE... $8027 retail sales per household last year against a national 
average of $4117. . . almost double the buying power ! 
SPEND YOUR TV DOLLAR FOR MAXIMUM RESULTS ... cash in on one of the nation’s richest 
markets . . . the Big Las Vegas Area . . . buy LV/TV! 


BUY LAS VEGAS TELEVISION ! 


CHANNEL 2 CHANNEL 8 CHANNEL 13 





Headley-Reed Co. Weed TV Corp. Forjoe-TV, Inc. 
* Figures from an independent source .. . for the year ending January 1, 1960. 
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THE WAY IT HAPPENED News front 


Greater status given CBS News division . . page 23 


Does new rate card answer problems? . .. page 23 


End to equal-time provisions is sought . . page 112 


CBS Boosts News 

The CBS news division, perhaps the 
most important single factor in the 
prestigious image projected by the 
entire CBS corporation, has been 
given a new boost in prestige and 
power with its two clients—the CBS 
radio and television networks. 

That interpretation (a minority 
one) has been read into the establish- 
ment by the corporation of an execu- 
tive committee, which, in the words 
of CBS president Frank Stanton, 
“shall have the authority over the 
networks’ scheduling of programs 
produced by the CBS News division 
and be responsible for policies and 
operation of the division.” Richard 
S. Salant, CBS corporate vice presi- 
dent, is chairman of the committee. 

Widely heralded as a “shake-up” 
of the news unit and as a negative 
response to counter the success of 
NBC-TV’s Huntley-Brinkley team, 
the move rather can be seen as an 
attempt to resolve the inevitable con- 
flicts which have arisen in the past 
between the television network and 
the news division—between money 
and art, so to speak. 

It should be noted that the com- 
mittee is given specific authority over 
scheduling of CBS News programs. 
That power should end disputes (be- 
tween the tv network and news) over 
which programs should be placed 
where, and may affect in a noticeable 
way CBS-TV’s over-all program em- 
phasis. One educated guess: there 
will be more public affairs and news 
shows in prime time. 

The committee consists of William 
S. Paley, CBS chairman of the 
board; Dr. Stanton; James T, Au- 
brey, president of CBS-TV; Arthur 
Hull Hayes, president of CBS Radio; 
Merle S. Jones, president of the CBS 
Stations Division; Sig Mickelson, 
president of CBS News, and Mr. 


? 


MR. SALANT 





Salant. Mr. Salant, with the reputa- 
tion of being a tough-minded trouble 
shooter, not only serves as chairman 
of the committee but also acts in its 
place between meetings. He continues 
as a vice president of CBS, Inc. 
Mr. Mickelson continues with 
basically the same responsibilities he 
has had in the past. Although the 
committee’s authority extends into 
the news unit, Mr. Mickelson has 
not (as has been suggested) been 
stripped of policy-making powers. For 
years there has existed a CBS edi- 
torial board, of which Mr. Mickelson 
and most of the people listed above 
were members. That group was re- 
sponsible for broad policy matters 
relating to the direction of CBS News 
programming. Presumably, it has 
been superceded by the committee. 
The improved status of CBS News 
was hinted at by Dr. Stanton in a 
memo distributed to executives in 
each of the divisions. Noting that the 
news unit supplies 55 per cent of the 
CBS Radio schedule and better than 
15 per cent of CBS-TV’s program- 
ming, Dr. Stanton said that “because 
of the unique status of the CBS 
News division as creator and supplier 


of news and public-affairs programs 
to our broadcasting divisions, and 
in order to effect a closer working 
relationship between CBS News and 
these divisions, we are establishing 
the CBS News Executive Committee.” 

Committee chairman Salant joined 
CBS as vice president and general 
executive July 21, 1952. He came to 
the corporation from the law firm 
of Rosenman, Goldmark, Colin & 
Kaye, general counsel for CBS. A 
graduate of the Harvard Law School, 
he joined the law firm in 1946 and 
later became a partner. 


Rate-Problem Answer? 
There’s a standard maxim to the 
effect that “you get what you pay 
for,” but critics of television’s rate 
structure are often not so sure. “Why 
pay the same,” they ask, “for the 20 
seconds between Maverick and Law- 
man that you pay for the break be- 
tween Alcoa Presents and Dial 999? 
Or for an ID on Jan. 1 and July 1?” 
Joining stations in more than 25 
major markets which are using “sec- 
tional” rate cards to insure the tv 
advertiser that each spot bought gives 
full value, several outlets represented 
by Young Tv Corp. have adopted a 
new card developed by the firm. In 
addition to doing away with fre- 
quency discounts, the new rate struc- 
ture goes a step beyond the Section I- 
Section II cards most common in that 
it lists rates in three classifications. 
Reportedly pioneered by WABC-TV 
New York and later developed for use 
by a number of Blair-TV stations for 
nearly two years, the Young card 
lists different prices for minutes 
and 20’s in all time periods. An- 
nouncements bought at the Section 
I prices are fixed in position; Sec- 
tion IT announcements are less costly, 
but are movable on two weeks’ notice 
if their position is desired by an ad- 
vertiser willing to pay Section | 
rates; spots under Section III rates 
are the least expensive, but are pre- 
emptible without notice for adver- 


(Continued on page 112) 
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NS! SURVEY—KALAMAZOO-GRAND RAPIDS AREA 
(February, 1960) 
STATION TOTALS FOR AVERAGE WEEK 
HOMES DELIVERED PERCENT OF TOTAL 


WKZO-TV/STATION B] WKZO-TV/STATION B 








Mon. thru Fri. 
9 a.m.-Noon 59,600| 37,800 61% 39% 


Noon-3 p.m. 73,900} 57,200 56% 44%, 
3 p.m.-6 p.m. 68,000} 61,600 52%, 48% 
Sun. thru Sat. 
6p.m.-9 p.m. {158,200} 90,600 63%, 37% 
9 p.m.-Midnight | 130,500} 67,700 65%, 35% 

















*Oldest fortified castle in the world is at Gomdan 
(Kingdom of Yemen, Arabia) dating prior to 100 A.D. 


Wid Van. (PD) . 
She Pelyer Hations 
WKZO-TV — GRAND RAPIDS-KALAMAZOO 
WKZO RADIO — KALAMAZOO-BATTLE CREEK 


WJEF RADIO — GRAND RAPIDS 
WJEF-FM — GRAND RAPIDS-KALAMAZOO 
WWTV — CADILLAC, MICHIGAN 

KOLN-TV — LINCOLN, NEBRASKA 





BUT... WKZO-TV Gets Results “Fit For 
A King” In Kalamazoo-Grand Rapids! 


WKZO-TV is the ‘‘palace royal’’ for advertisers in 
Kalamazoo and Grand Rapids (two of America’s 51 
fastest-growing city-markets) and in Greater Western 
Michigan, one of America’s 20 largest television markets! 


Every day, WKZO-TV carries news of your product 

to more of the market’s 600,000 television homes than 
any other station. WKZO-TV delivers an average of 70% 
more homes per quarter hour than Station ‘B,’ Sunday 
through Saturday, 6 p.m.-9 p.m. (NSI—February, 1960). 


For all the rest of outstate Michigan worth having, add 
WWTYV to your WKZO-TV schedule. Jf you want it 


all, give us a call! 


WKZO-TV. 


100,000 WATTS © CHANNEL 3 @ 1000’ TOWER 
Studios in Both Kalamazoo and Grand Rapids 
For Greater Western Michigan 
Avery-Knodel, Inc., Exclusive National Representatives 
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Analysis of last season’s 
program successes and 
failures gives key to future 


of new network shows 


i the theatrical season of 1920-21, Broadway 
playgoers were amused by a study of a young 
marriage entitled The First Year. The idea 
behind the title of Frank Craven’s hit, of course, 
was that if the newlyweds got safely through those 
first 12 months, they had a good chance of living 
happily ever after. 

It’s doubtful that an analogy has ever pre- 
viously been drawn between television and mar- 
riage, but there is little doubt that the success or 
failure of a tv program depends greatly upon its 
first year. According to data by the A. C. Nielsen 
Co., an average 54 per cent of new network shows 
fail after their first season’s showing; the remain- 
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ing programs go through succeeding seasons with 
a much lower mortality rate. At the end of the 
third year, for example, some 67 per cent of the 
original programs have faded, and after the fifth 
year 82 per cent are gone. 

Living things—and this includes television’s 
celluloid facsimiles of life—are mortal and even- 
tually must make way for the new. Dr. William 
McPhee, research associate at Columbia Univer- 
sity’s bureau of applied social research, noted in 
a recent address that only two per cent of some 
129 tv programs introduced in 1949-50 are on 
the air today. While What's My Line and The 


Ed Sullivan Show appear to have found an elixir 


25 








of youth, no other programs are so 
fortunate. 

Once a show has passed its first-year 
crisis, it stands a better-than-average 
chance of continuing for some time, 
Dr. McPhee agreed. He compared tv’s 
“screening out” of undesirable mate- 
rial to an extremely severe college ex- 
amination for freshman. 

“The residual,” he said, “that is 
purified out by this single screening 
alone is capable of passing, as an aver- 
age expectancy, three or four more 
equally severe tests.” Adding to a pro- 
gram’s ease of continuing, the re- 
searcher advanced a theory—admit- 
tedly unproved—that succeeding tests 
in today’s tv picture are either much 
less severe than the original one, or 
are virtually nonexistent. “It’s as if 
once the freshman class is in,” he said, 
“no one even bothers to grade their 
papers thereafter.” 

Largely due to the emergence of the 
hour-long format, the number of new 
programs that premiered this season 
was down from those of each of the 
past five years. From a high of 56 
introduced in 1957, only some 40 reg- 
ularly scheduled shows could be clas- 
sified as truly new fare. If statistics 
hold in the months ahead as they have 
in the past, fewer than 20 of the new 
series will be on the air next October. 

There is every indication that past 
statistics will continue to be valid. 
With the trend toward network con- 
trol of the entire program schedule. 
and the highly competitive battle be- 
ing waged among ABC-TV, CBS-TV 
and NBC-TV, it is obvious that senti- 
mentality, personal relationships and 
calculated gambles are on the way out. 
When a “weak” program can be con- 
sidered harmful to the shows around 
it, its permanence is highly question- 
able, even if it has a satisfied sponsor. 

As the intangibles of personalities, 
hunches, etc., are removed from the 
scene, and success or failure hinges 
more and more upon two things—rat- 
ings and cost-per-thousand—the pat- 
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tern of survival for new programs 
becomes more apparent. To illustrate 
this pattern, and indirectly to “predict” 
which programs will fail shortly and 
which will carry into the °61-°62 pe- 
riod, TV AGE plotted the course of each 
new show’s October-November ratings 
against a “twilight zone” separating 
last season’s hits and misses. 

A total of 36 programs—12 from 
each network—was studied. Elimi- 
nated were specials, news-format pro- 
grams and “old” shows in new guises 
(Jackpot Bowling, The Shirley Temple 
Show, Bugs Bunny, etc.). In order to 
utilize the latest rating information, 


ings were taken, as well as the October 
and November averages. Pre-emptions 
occurred in various cases during the 
last weeks of the Presidential cam- 
paign, but over the eight-week period 
it was held that each program had 
sufficient exposure to establish a po- 
sition. 

Determination of the rating trend 
needed to define the status of “con- 
tinuable” or “probable failure” in- 
volved the averaging of ratings for 
programs that premiered on each net- 
work during the °59-’60 season and 
were continued this year, and those 
that were dropped after their initial 


CPM New Programs—ABC-TV 


Show 


My Three Sons 


ON A ee 


Law and Mr. Jones 
Harrigan and Son 
TE” ere 
INE, which s seats gmieni 
Naked City 


RE ere 


Expedition 


Avg. Aud., permission copyright owner A. C. Nielsen, Nov. 1; 


Avg. Aud. Total $ 
(000) ($000) CPM 
11,390 116.0 $3.39 
9,537 110.5 3.86 
9,989 186.5 3.11 
6,509 105.5 5.35 
7,729 227.5 1.90 
6,102 107.5 5.87 
5,921 105.5 5.94, 
9,311 210.5 3.76 
5,650 2155 6.35 
8,362 226.5 1.51 
1,294 212.5 8.24 
4.565 92.5 6.75 


Avg. New Show 5.17 


Costs estimated from 


best available industry-agency sources for time and talent at minimum discounts; 


c.p.m. is per commerical minute as computed by TV AGE. 


the multi-city reports of the American 


Research Bureau were employed. 
While these seven-market listings are 
not strictly applicable to the country 
as a whole, it is believed they are suit- 
able for the definition of trends. For 
each of the new programs, the show’s 


first October and last November rat- 


season. 

On NBC-TV, to illustrate, ratings 
over the two-month period (again 
ARB multi-city reports, first October, 
last November and the October-No- 
vember averages, 1959) were aver- 
aged for The Deputy, Riverboat, Lara- 
mie, Bonanza, etc., to furnish a typical 














“successful” rating line. Averaged in 
as unsuccessful shows were Trouble- 
shooters, Man and the Challenge, Fib- 
ber McGee and Molly, etc. 

The ABC-TV “carry-overs” from 
last season included Lawman, The Un- 
touchables, The Detectives, Rebel and 
Hawaiian Eye; the discontinued list 
included Bourbon Street Beat, Man 
from Black Hawk and others. 

The June Allyson Show, Twilight 
Zone, Dennis the Menace and Hen- 
nesey were among the CBS-TV pro- 
grams contributing to the definition 
of that network’s “success” line; on 
the failure side, included shows were 
the Betty Hutton program, Mr. Lucky, 
Hotel De Paree and others. 

Inasmuch as each network has in- 
dividual criteria affecting its decisions 
as to which programs stay and which 
go, a “twilight zone” was calculated 
for each. An averaging of each area is 
shown at lower right on page 31, in- 
dicating that a new program on either 
ABC-TV, CBS-TV or NBC-TV with 
ratings well above 15.0, 15.6, 15.9 
and 17.6 for the consecutive periods 
shown has an excellent chance of re- 
newal for the following season. A pro- 
gram with ratings under 12 is on 
much less steady ground. New shows 
that find themselves largely in the 
middle area may go either way, de- 
pending on factors such as cost-per- 
thousand and whether their immedi- 
ate trend is upward or downward. 

A brief look at each of the three net- 
works’ pattern-graphs shows that pro- 
grams on ABC-TV have a wider rating 
spread in which to achieve success 
than those on CBS-TV or NBC-TV. In- 
deed, the last-named network’s restric- 
tions on continued shows appear based 
upon a difference of some three rating 
points. 

Of the three competitors, ABC-TV’s 
position on its new programs appears 
most to be envied as the first 13 weeks 
of the season draw to a close. Two 
programs—My Three Sons and The 
Flintstones—are far above the “aver- 
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6 1959 ratings 
of average new show 
no longer on network 
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CBS TELEVISION NETWORK 




















Res a 
_ CANDID GAMERS 
ee age hit” rating line. Naked City, start- 
ing out feebly against the long-run 
7 er, La peers a, = & CBS-TV Armstrong-U.S. Steel hour 
S = = - and NBC-TV's new Peter Loves Mary 
+ = > roe comedy series, climbed quickly over 
26+= ro) = < eight weeks to a position of dominance 
Line A indicates among the new entries. 
1959 ratings Four other ABC first-season pro- 
25 wnat bom show grams—Surfside 6, Guestward Ho, Is- 
landers and Law and Mr. Jones—have 
24 Line B indicates 3 had their ups and downs since pre- 
pada A ‘ies miering, but stayed largely above the 
3 no longer on network midway point of the “grey area” that 











According to its chart (and general 
FY industry knowledge), ABC-TV has 
i) 


had its share of misses, too. The most 





20 
\ 

19 
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SR 
18] Fir 


obvious of these is Hong Kong, the 
Z adventurer thrown against NBC-TV’s 





Wagon Train. From a start well below 









the “possible continuance” line, Hong 


23 could lead to extinction. Harrigan and 
§ 
a Son’s trend appears downward, but 
s, PI 
99| <7 remains above the “average failure” 
Y ky, a line, while The Roaring 20’s possibly 
SS A § } ) 
< RY hugs the line too close for comfort. 
2| &, 
‘*) 
Y 


Kong appears to have moved only 





horizontally. Stagecoach W est, a Tues- 
day-night entry, got off to a good be- 





ginning, but waned quickly as The 
Tom Ewell Show (CBS) and Thriller 
(NBC) picked up steam (and viewers) 
in the competitive slot. The ABC-TV 


Expedition series appears to be trend- 


H 
- 
o* 





ing upward, but its early time period 





probably will prevent it from more 
than nearing the bottom of the 
“doubtful” area. 

Naturally, picking the obvious hits 





and the failures is a relatively simple 





procedure. It is the doubtful programs 
that cause the problems, and the cost- 





per-thousand figures often throw light 
on a “maybe-maybe not” situation. 
As shown on page 26, the aver- 
Mn age cost-per-thousand-homes-per-com- 
 SARITE mercial-minute for programs new to 
10 (a ABC-TV this season is $5.17. A com- 
parison of this figure with the cpm’s 
for Hong Kong, The Roaring 20's, Ex- 


9 pedition, Law and Mr. Jones and Har- 
Source: 1960 ARB Multi-City 























rigan and Son could indicate to an 








advertiser that more rewarding invest- 
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ments exist elsewhere. 

According to an ABC spokesman, 
no program changes are contemplated 
until April, when Asphalt Jungle will 
substitute for /slanders on Sunday. 
The program appears from its 
graph-line to be trending downward 
and, although its cpm is below the 
new-show average, the network seeks 
both a stronger lead-in to its Winston 
Churchill series and a strong combat- 
ant against CBS-TV’s Candid Camera. 

The case of Expedition is unusual in 
that it represents the rare instance to- 
day where a tv advertiser is not solely 
interested in audience size and cost- 


fore might be considered to furnish 
a clearer picture of what will stay and 
what will fall aside. In reality, how- 
ever, only the certain hits and the 
certain failures are evident from the 
CBS.TV pattern-graph, with a number 
of shows well below the graph’s “grey 
area” beginning to trend upward. 
Assured of continuance, barring 
unforeseen calamity, is Candid Cam- 
era, which fluctuated only impercepti- 
bly—and that upward—from its ex- 
tremely high first-show rating. The 
Tom Ewell Show, although starting 
high, trended downward after the pre- 
miere, but began moving upward as 


CPM New Programs—CBS-TV 


Show 


Candid Camera .....0.05sss005 
Fem SG atcacdbadwasdaatssn 
Bringing Up Buddy ........... 
Agu TU isdne bho necanet e 
Pete and Gladys .......ceecee 
My Sister Eileen ..........000- 
+. Pee er, Pe 
et ee ee ree 
Mawhe GO <5 sxpaiees dees i go'4o' 
WON vc chaGasisewa ded icsa 


po ee ery cer eye Prey 


Avg. Aud. Total $ 
(000) ($000) CPM 
10,667 109.5 $3.42 | 
9,040 113.5 4.18 
8,724 110.5 4.22 
10,622 123.0 3.86 
9,085 112.5 1.12 
6,961 110.5 5.29 
9,899 230.5 3.88 
6,147 237.5 6.44 
8,611 235.5 4.55 
4,701 228.5 8.10 
5,379 118.5 7.34 
5,198 112.5 7.21 


Avg. New Show 5.21 


Avg. Aud., permission copyright owner A. C. Nielsen, Nov. 1; Costs estimated from 
best available industry-agency sources for time and talent at minimum discounts; 
c.p.m. is per commerical minute as computed by TV AGE. 


per-thousand. Sponsor Ralston-Purina 
gets additional benefits from program 
interest on the parts of schools and 
civic-minded viewers, and therefore 
could continue the show past its nor- 
mal life expectancy. 

CBS-TV has few such clients, if any, 
backing its new programs and there- 


the ABC-TV competitor, Stagecoach 
West, lost some of its initial momen- 
tum. Checkmate started out the season 
only slightly above the ratings for an 
“average” successful show of last sea- 
son, but moved up quickly in follow- 
ing weeks to remain well above the 


“probable hit” area. The Andy Grif- 


fith Show, given a strong lead-in by 
the long-run Danny Thomas series, 
started high, dipped into the grey area, 
then rallied to trend quickly upward. 
(Outside the “sophisticated” seven- 
city area reported by ARB, the down- 
ward shift of the Griffith program was 
probably much less apparent.) 

Clinging closely above the “average 
success” line for the most part, Pete 
and Gladys and Bringing Up Buddy 
both were trending downward at No- 
vember’s end. Route 66 followed a 
similar course after climbing to the 
middle of the grey from a low Oc- 
tober average. 

Those shows that remained below 
or near the “probable failure” line 
were Aquanauts, Witness, Angel and 
Mr. Garlund. As was Hong Kong, 
Aquanauts was finding the Wagon 
Train competition difficult to offset. 
Witness slid steadily downward from 
a lukewarm beginning, although its 
last November rating was up slightly. 
The course of Angel through late Oc- 
tober and November was downward. 
Mr. Garlund (later retitled The Gar- 
lund Touch to spark some interest on 
the parts of new viewers) began to 
move upward after starting as the low- 
est-rated of the new CBS entries, but 
had just barely reached the “probable 
failure” line at November's end. 

A look again at the cost-per-thou- 
sand figures provides a second indi- 
cator of the future, or lack of future, 
of shows in the doubtful category. 
TV AGE computations reveal an aver- 
age cpm on 12 new CBS-TV shows of 
$5.21. Witness, at $8.10 per commer- 
cial minute, is the most expensive, 
while Mr. Garlund, Angel and Aqua- 
nauts are priced well above the av- 
erage. 

Evidently taking the figures to heart, 
the programmers at 485 Madison Ave. 
have already announced cancellation 
of Mr. Garlund early next month and 
will “counter” ABC-TV’s 77 Sunset 
Strip with a game show featuring 
Jackie Gleason. Placing a detective- 
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type series against Strip apparently 
didn’t pay off; perhaps the Gleason 
move will. 

To alleviate the Thursday-night sit- 
uation, where the low-rated Witness 
kick-off probably didn’t do the rest of 
the evening—particularly Angel at 9 
p-m.—much good as a lead-in, CBS 
announced several program shifts. 
Witness moved to 9 to compete with 
ABC’s My Three Sons and NBC’s 
Bachelor Father. If its rating picture 
doesn’t improve, the program will be 
replaced early next year by an hour- 
long westerner, The Gunslinger. Such 
a move would represent another 
“counter-program” idea on the part 
of CBS, with the cowboy series com- 
peting against situation comedies dur- 
ing the first half-hour and Ernie Ford 
and The Untouchables during its last 
30 minutes. 

Angel, which has received some 
good press notices, switched to 8 p.m. 
following the established Ann Sothern 
Show, which moved from a later hour. 
The new competition for Angel is 
ABC’s Guestward Ho, already noted 
as having its fluctuations, and NBC’s 
Outlaws, which the ARB multi-city re- 
port indicates as sliding. 

Aquanauts, obviously a_ problem, 
but trending upward and with a cost- 
per-thousand not completely out of 
line, recently acquired some addi- 
tional participating advertisers that 
should keep the show in the line-up 
until spring. 

NBC-TV, which has the largest 
number of its new programs running 
beneath the “probable failure” line on 
the ARB-data graphs, also has three 
programs clearly defined as hits. The 
steadiest upward curve is that of 
Thriller, the hour-long mystery series 
countering ABC's Stagecoach West 
and CBS’s Tom Ewell-Red Skelton 
back-to-back pairing. The NBC Fri- 
day-at-10 entry, Michael Shayne, 
trended downward after a high initial 
rating, but began moving up again last 
month. Another up-down-up show, 
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CPM New Programs—NBC-TV 


Show 

Michael Shayne 
Thriller 
Peter Loves Mary ............. 
Rte WO skin n sels Caneson ts 


Outlaws 


Dante 


er ee rrr ee 
Barbara Stanwyck 
Klondike 


is CURA oo eh ies od 48785 


Rarer ee 


Avg. Aud. Total $ 

(000) ($000) CPM | 
6,464 224.0 $4.77 
8,995 231.0 4.28 
5,153 111.0 7.18 
10,034 109.0 3.62 
9.673 234.0 4.03 
4.565 110.0 8.03 
5,876 109.0 6.18 
7,729 113.0 4.87 
5.017 114.0 7.57 
6,147 109.0 5.91 
5,786 225.0 6.48 
8.588 100.0 3.88 
Avg. New Show _ 5.56 


Avg. Aud., permission copyright owner A. C. Nielsen, Nov. 1; Costs estimated from 


best available industry-agency sources for time and talent at minimum discounts: 


c.p.m. is per commerical minute as computed by TV AcE. 





The Tall Man, in addition to ratings 
trending upward after a brief slippage, 
has the lowest cost-per-thousand figure 
of the new NBC programs. At $3.62, 
Tall Man is far below the average 
NBC new-show cpm of $5.56. Thriller, 
ot $4.28, and Michael Shayne, at $4.77, 
are also in good shape. 

Only one other NBC new starter, 
The Barbara Stanwyck Theatre, is— 
according to the pattern-graph for that 
network—in the area where it may or 
may not be around next season. And 
its cpm of $7.57, well over the $5.56 
average, makes the latter possibility 
the more probable. 

Peter Loves Mary, Dante, Outlaws, 
The Westerner—all started well on 
their initial ARB rating, but showed a 
steady downward movement there- 
after. NBC has already named replace- 
ments for The Westerner and for Dan 
Raven (a show that started well below 
the “probable failure” line and re- 
mained below it after eight weeks) . 


Dante reportedly will be dropped in 
favor of a game show early next year, 
and Procter & Gamble is known to be 
considering shifting Peter Loves Mary 
to an earlier time period on another 
night. Klondike, the course of which 
has been only downward, also seems a 
safe bet for early cancellation. 

The difficulty in relying on a single 
source to predict with reliability the 
future of a show is evident in the dif- 
ference between the status of Outlaws 
on the NBC pattern graph and the cost- 
per-thousand listing for the network's 
new shows. Outlaws’ graph-line, taken 
from the ARB reports for New York, 
Baltimore, Chicago, Cleveland, De- 
troit, Philadelphia and Washington, is 
steadily downward. The cpm figure, 
derived from time-and-talent estimates 
and Nielsen national average-audience 
data, is extremely favorable and indi- 
cates that the program may be a much 
better liked show outside the large 
eastern metropolitan areas than might 


be expected from the multi-city report. 

The course of NBC’s back-to-back 
tandem of National Velvet and The 
Tab Hunter Show was downward for 
some weeks after an initial slight 
climb. Neither of the newcomers seems 
destined to outlast their 11-year-old 
competition, The Ed Sullivan Show, 
although Velvet’s low program cost 
might serve it in good stead. 

If television is to take its place as a 
cultural medium, Dr. William McPhee 
believes, it should eventually reach a 
“steady state” where the best program 
material from preceding years is re- 
tained and greatly outnumbers the 
new shows presented in any one sea- 
son. “The first period of tv,” he stated, 
“seemed to be building up toward a 
steady schedule of about 120 durable 
programs and only 20 transients. The 
recent figures indicate a not-good goal 
of only 60 durables and 45 transients.” 

Whether the industry agrees or not 
that some 45 new shows thrown each 
season into the tv hopper is a good 
goal, eight weeks of rating reports for 
the present season show no shift in 
Of 36 new 
charted on the trend-graphs, at least 


the pattern. programs 
18 are well below the “average suc- 
cess” line and probably will not be 
around next season. Their places—and 
those of shows “in trouble” after their 
second, third or subsequent seasons 

will be taken next year by 40 or more 


new hopefuls. 
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he standards of television pro- 
gramming, it is incessantly 
argued, are steadily going down. 
Critics complain of drabness in the 
networks and for the most part ignore 
the syndicated shows, blaming the 
producers for lack of imagination and 
the advertisers for slavish dependence 
on ratings. Quality programs don’t 
have a chance, they say, because Mad- 
ison Avenue won't take the risk of 
being identified with possible con- 
troversy. The advertising agencies re- 
tort that the public gets just what it 
wants and deserves; it knows how to 
switch dials. 
Out of this 
emerged in the last two years a par- 
tial resolution in National Telefilm 
Associates’ The Play of the Week, 
which has the public happily in front 


conflict there has 


of their sets, the critics polishing up 





An esthetic success, 
NTA’s ‘The Play of the Week’ 


also selis soap 


Art and commerce 





their adjectives and even the adver- 
tisers smiling. On an average budget 
of $40,000 for each production The 
Play of the Week has had steadily ris- 
ing ratings, backed by critical and 
public acclaim, since it went on the 


air in October 1959. 
Surprise Twist 


It is surprising in itself that a show 
which thrives on controversial and 
cerebral programs (Medea and The 
Power and the Glory were the first 
two plays) should attract a wide- 
spread audience, but even more star- 
tling is the fact that such a show has 
gone successfully into syndication into 
more than 60 markets, and is now a 
profitable venture for NTA. 

In New York wntTa-Tv credits The 
Play of the Week with most of the 
responsibility for raising this inde- 





A script reading for Medea 





pendent station out of the depths of 
what Ely Landau, NTA’s chairman of 
the board, called “the eighth station 
in a seven-station market.” The aver- 
age New York Arbitron weekly rat- 
ing over a five-week period ending 
Dec. 4 has risen to 23.5 over a 13.1 
cumulative average for the 11-week 
period from January to March 1960. 
This rating places the show in the 
company of the top 20 network pro- 
grams in the area in terms of total 
weekly audience. According to norms 
established in a four-week Nielsen 
study, 55 per cent of the total time 
spent watching The Play of the Week 
is contributed by homes accounting 
for the least time watching television 
in general. Also noteworthy is that 
99 per cent of the audience for The 
Play of the Week is made up of adult 
viewers, as opposed to high-ranking 















network programs which often have 
considerable support from children 
and teen-agers. 

Even in the first few months of The 
Play of the Week series the share of 
audience it attracted was considerable 


and, in terms of comparison with net- 


work programs, amazing. The ARB 
figures for the January-March 1960 
period indicating average tv homes 
reached in the New York area show 
favorable comparisons of The Play 
of the Week with some of televisions 
most popular programs. The average 
homes reached over the three months 
for Maverick were 775,800, against 
793,000 for The Play of the Week; 
the Groucho Marx stanza attained 
704,800, and Bonanza trailed with 
598,500. During this period The Play 
of the Week was topped only by Bat 
Masterson (896,700) and I’ve Got a 


+ i 


Dane Clark and Kim Hunter in The Closing Door 


Worthington Miner guides actors through a scene from Henry IV 
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Rehearsal for Simply Heavenly 


NTA’s Ely Landau 


Lewis Freedman (r.) stages a recent play, Rashomon 








A scene from The World of Sholom Aleichem 


Secret (870,000). 

The Play of the Week went into 
syndication in the spring of 1960, and 
now at year-end, it is seen in over 60 
markets. Johnny Graff, vice president 
in charge of sales, eastern division, 
for NTA, stated that he expects an in- 
crease of about 10 per cent for the 
next series. Already many stations 
have renewed contracts for another 
season, among them such markets as 
Buffalo, Schenectady and Hartford. 
WBAL-TV Baltimore has requested re- 
newal, although it still has 22 more 
shows to go in the first series. 

In Boston wBz-Tv carries The Play 
of the Week from 11:15 p.m.-1:15 
a.m. on Fridays, competing with Jack 
Paar on WHDH-TV and The Late Show 
over WNAC-TV. In the four-week ARB 
rating period for September 1960 The 
Play reached a total of 128,400 
homes, as compared with 84,100 for 
Paar and 72,500 for The Late Show. 
KcoP Los Angeles programs The Play 
on Thursdays in the 8-10 p.m. prime- 
time period. Here it runs close behind 
the networks in average share of audi- 
ence (14 per cent) with a rating of 
8.0 against KNXT’s 9.0, KRCA’s 14.5 
and KABC-Tv’s 16.6. 

The idea of syndicating The Play 
oj tiie Week was approached gingerly 
by NTA officials. They were unsure 
of public reaction to some of the 
plays: the racial factor in Simply 
Heavenly, the religious in The White 


Steed and the moral in Burning 
Bright were all unknown quantities. 
How would local station managers 
and advertisers react to them? And, 
if accepted, how would the public re- 
act in Ames, Iowa, or South Bend, 
Ind. There was also the problem of 
two hours of time to be scheduled, 
sometimes in a two-station market. It 
then becomes a question, says Mr. 
Graff, of whether the station wants 
to be a “slave” to the network or to 
put the show where the community 
benefits. 


Early Reluctance 


At first the program was welcomed 
with something less than open arms. 
“egg: 
head” shows; sponsors were reluctant 
to identify with it. Soon, however, the 
hue and cry raised by New York 


columnists when the show was in dan- 


‘ 


Local managers protested at 


ger of going off the air early in its 
career found an echo in other cities, 
and with Standard Oil of New Jer- 
sey’s subsequent successful 20-week 
sponsorship the publicity became 
overwhelmingly pro-Play of the Week. 
Some stations such as WRCV-TV Phila- 
delphia reacted to public clamor to 
have the program on the air. Whether 
network or independent station, the 
local markets often rate The Play of 
the Week as their biggest mail-puller 
and credit the show with creating a 
top iraage for the station. In San 


Francisco KTVU was boosted to num- 
ber one in the time period with The 
Play. wsM-Tv Nashville, which con- 
centrates on hillbilly (e.g., 
Grand Ole Opry) and employs a staff 


music 


of 250 hillbilly musicians, announced 
that The Play of the Week is its big- 
gest mail-puller. 

In the beginning it was thought 
that The Play of the Week would at- 
tract mainly so-called prestige adver- 
tisers, and officials looked to banks, 
mutual funds and large corporations 
for sponsorship. As spots were sold, 
however, it was seen that the show 
could sell anything from aspirin to 
breakfast cereal. Some of the national 
spot advertisers who have recently 
bought into The Play of the Week are 
Vicks, Mr. Clean and Pillsbury in 
Hartford; Pontiac, Palmolive and 
Quaker Oats in Columbus; Vitalis 
and Western Airlines in Portland, 
Ore.; Procter & Gamble, Wesson Oil 
and P. Lorillard in Denver; Ocean 
Spray cranberries and Helena Rubin- 
stein in Minneapolis. 

The pattern of sponsorship is var- 
ied. In most cities several advertisers 
buy out the show with spots, but in 
a few markets the program is sold 
on a full-or co-sponsorship basis; on 
wJw-Tv Cleveland it has been sold to 
the Socicty National Bank of Cleve- 
land as sole sponsor. 

A sidelight to the sale of The Play 


(Continued on page 44) 
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Candies to cables 


Hicks & Greist 
provides a wide range 
of service to a 


wider range of clients 





The Judge and Elsie Smudge 


Executive v.p. Harold Hicks Jr. 











Messrs. Soglio, Grunewald and Reiner (Il. to r.) 


I our image-seeking, affluent so- 


ciety, Hicks & Greist, Inc., can 
claim a distinction: it isn’t looking 
for an image. As to affluence, well, 
that’s another matter, because H&G. 
whose clients range from candy and 
macaroni to cables and rocket-pro- 
pulsion systems, is getting quite afflu- 
ent these days. 

Using heavy promotion and mer- 
chandising, the agency has nurtured 
small accounts to booming sales fig- 
advertising 


ures and increased tv 


expenditures—witness Sandran Vinyl 
floor covering, Ferris Brand hams 
and bacon, Cocoa Marsh and La Rosa 
macaroni and spaghetti. 

In the first 10 months of 1960 
Hicks & Greist added $4 million to 
its billings. This year the agency 
acquired 12 new accounts; nine were 
new clients, three were new divisions 
of accounts already in the shop. The 
Regina Corp. (floor polishes and 
waxes, Electrikbroom and Electrik- 
mop), Fedders Corp. (air-condition- 
ing and heating equipment), and J. 
L. Prescott Co. (Dazzle Fluff and 
Dazzle Bleach) are among the new 
clients. 


Over 60 per cent of the agency’s 


$11.3-million billings for 1960 were 
in tv. And with the acquisition this 
month of the multi-million account of 
Endicott-Johnson Corp., shoe manu- 
facturer, there appears to bé more 
action for the agency’s tv department. 
Harry L. Hicks, executive vice presi- 
dent, commented that a contemplated 
spring tv push on E-J’s children’s and 
other footwear “might make anything 
else in that area insignificant.” 


Boom Year 


In this boom year the agency 
opened up two new offices: a mid- 
western service office in Chicago, and 
Hicks, Greist & O’Brien, Inc., in 
Boston. The New England office, re- 
sult of a merger in June with the 
Robert F. O’Brien Co., services 
Homemaker baked beans, Andy Boy 
broccoli, Scuffy shoe polish, Teddy 
peanut butter and Royal Prince 
yams. 

Although the agency works on the 
belief that the idea behind the prod- 
uct determines the medium, senior 
vice president and tv-radio director 
Theodore Grunewald points out that 
“we have had extraordinary success 
with television. Tv’s biggest strength 


is its dramatic qualities, which can 
point out the product’s superiority.” 
Additional tv clients at the agency 
are Dixie Cup, Pez-Haas, Inc, (Pez 
candy, dispensers), and Taylor-Reed 
Corp. (Yum-Berry syrup, Fluff-o- 
matic rice, Q-T frosting). 

The broadcasting department at 
H&G has buying specialists (Len 
Soglio and Mort Reiner are the two 
timebuyers). Its reasoning: “In the 
hectic life of buying on broadcast we 
need people who are raised on it,” 
says Mr. Grunewald, “You can’t be 
an expert in every medium.” 

In buying tv time the agency fa- 
vors the use of integrated commer- 
cials on local live shows which are 
delivered by the program’s person- 
alities. Inaugurating this credo at 
the beginning of tv advertising, the 
agency scheduled its first tv sponsor, 
a hardware account, on the old New 
York Homemaker’s Exchange pro- 
gram with Louise Leslie. 

The agency has given this type of 
scheduling, tabbed by Vincent Dar- 
aio, account executives on La Rosa, 
as “specialized buying,” greater di- 
mensions. On WJz-TV Baltimore La 


(Continued on page 109) 


December 26, 1960, Television Age 37 











I it’s true that women hold the 
purse strings in America, then 
it makes sense to pitch bank television 
commercials to the ladies. So rea- 
soned the creative group at Archer 


& Woodbury, 


they mulled over a new approach to 


Inc., Memphis, as 
television advertising for a client, 
the Commercial & Industrial Bank. 

With this in mind, Mary Ann Rob- 
ertson, copywriter for the agency, 
evolved a series of minute and 20- 
built 
“It’s smart to bank at Com- 


second spots, all around the 
theme 
mercial & Industrial Bank.” In each 
spot, a smartly dressed model por- 
trays a bank patron enjoying a vari- 
ety of banking services, with the 
entire commercial designed to show 
banking at Commercial & Industrial 
Bank as a very pleasant experience. 

The series marks a complete de- 
usual bank ad- 


parture from the 
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Model displays model banking facilities at C&I. 


High fashion, high finance 





vertising on television—advertising 
which customarily goes from the 
super-serious (earnest man behind 
desk advocating thrift) to the comic 
(puppets and cartoon characters). 
When the unusual fashion approach 
was first discussed with Commercial 


Bank officials—L. L. 
Wyatt, president, and W. C. Catron, 


& Industrial 


cashier and advertising director 
they felt the style angle was particu- 
larly timely because it would call 
attention to the newly remodeled 
downtown office and the new branch 
bank. 

As the “star” of the spots, the 
agency selected Sue Eldridge, a slim. 
high-fashion model who could show 
off new fashions to best advantage. 
Ed Greaney, production manager of 
wmct Memphis, and Charles Cald- 
station worked 


well, cameraman, 


closely with agency account execu- 

















Memphis agency 
designs bank spots 
to lure the ladies 
who control 


the purse strings 


tives Fred Bartlett and David Swear- 
ingen in producing the commercials. 

To give the spots interest and va- 
riety, the model wears a different 
outfit, head-to-toe, in each of them. 
The “smart” theme is also empha- 
Miss_ Eldridge 


against the background of the redeco- 


sized by showing 
rated bank with its wall-to-wall car- 
pets, Danish modern furniture and 


attractive appointments. 
Comfort Stressed 


As she moves through the bank, 
the model calls attention to the vari- 
ous services the institution offers. In 
one spot, for example, she demon- 
strates the ease and convenience of 
the bank’s novel “sit-down” desk on 
which the patron can put her hand- 
bag or bundles and write checks and 
deposit slips as comfortably as she 
would at home. In another spot Miss 
Eldridge shows off the commodious 
“sitting room” the bank provides for 
its patrons. 

The Commercial & Industrial’s con- 
cern for the individual customer's 
convenience is illustrated in still an- 
20-second Here the 
model, smartly attired in slacks and 


other spot. 
fur-trimmed car coat, drives up to 
the branch office’s drive-in window 
in a new compact car, hops out and 
climbs up a tiny ladder the bank 
provides to put its “compact” cus- 
tomers in reach of the drive-in win- 
dow. 


(Continued on page 46> 
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Film Report 





BOOM IN FILM? 

A renaissance in non-network film 
sales for both telefilm and theatrical 
pictures is foreseen by syndicators as 
a result of the cutback in network op- 
tion time. The most significant 
changes in programming and spon- 
sorship patterns since the emergence 
of ABC-TV as a force in the industry 
is forecast for 1961 by many top in- 
dustry executives. 

Not only does the prime time cut- 
back potentially free as much time 
for spot sponsorship as was absorbed 
by ABC-TV network programs dur- 
ing the last few years; but the fact 
that ratings have tended to flatten out 
and that few stations hold the domi- 
nant positions in markets that they 
did a few years ago is tending to 
make spot buys ever more attractive. 

A case in point is Studebaker’s buy 
(through D’Arcy) of the Filmways’ 
Mr. Ed series for national spot book- 
ing, a television approach unprece- 
dented in the automotive industry 
(albeit a few sponsors such as Kel- 
logg’s and General Mills have utilized 
it in the past, mostly, however, for 
daytime children’s shows). Despite 
the problems of individual market 
placement of the program, the agency 
felt that there were a number of key 
advantages to offset the drawbacks. 

Perhaps the most significant is that 
the sponsor is not forced to put all of 
his eggs in one time basket—whereas 
he may be faced with the necessity of 
bucking The Untouchables in one 
market, in the next he can pit his pro- 
gram against weaker competition. 
And with the considerably less than 
50-50 chance of success that network 
booking offers new programs, spread- 
ing of the risk by spot booking, now 
that prime time is expected to be 
available on key stations in virtually 
every market, is reportedly intrigu- 
ing a number of sponsors. 

A second aspect, equally important, 
is the availability of recent features 
for telecasting in both quantity and 
quality. The sale of 200 Columbia 
Pictures features to the five o&0 CBS 
stations in what may have been the 
biggest individual cash deal of the 


kind ever consummated is expected 
to be only a forerunner of others to 
follow. That big name features can 
command an audience second to none 
has been amply indicated. And the 
fact that the 1960-61 network season 
with its purported “new look” has 
produced little that is new enhances 
the glamor and publicity value of the 
“million dollar feature.” The . con- 
sensus seems to be that considerable 
more money will now go into spot, 
and that stations will stage a scramble 
for the kind of product to attract this 
new advertising dollar. 


FROM WARNER TO FLETCHER 

KVAR Phoenix and Seven Arts 
Associated recently executed a unique 
sales double play. One Thursday in 
New York last month Dick Lewis, the 
station’s president and gereral man- 
ager, and Bob Rich, Seven Arts’ vice 
president and general manager, con- 
cluded arrangements for the KVAR 
purchase of 40 Warner Films of the 
*50’s. By four o’clock that afternoon 
sales executives in Phoenix had signed 
Fletcher Jones Chevrolet to full spon- 
sorship of 25 of the films for two 
runs on the advertiser’s continuing 
Thursday-Friday night Showcase, and 
at twice the rate previously paid. 


JOINT PUBLIC SERVICE 

wiTI-Tv Milwaukee and the library 
of that city have joined forces to pre- 
sent Trans-Lux Television Corp.’s 
The American Civil War. The library 
purchased the show to emphasize its 
variety of Civil War books and its 
free materials on the Centennial ob- 
servance beginning in the spring; the 
station donated the 9:30-10:30 p.m. 
time slot every third week. The 13- 
part series began in Milwaukee De- 
cember 19th. 


SALES ... 

The Mister Magoo series, distrib- 
uted by Hank Saperstein’s Television 
Personalties, Inc., has been sold in 
30 markets in 30 days, sustaining 
that magical sale-a-day pattern. In- 
come has already topped the $1-mil- 
lion mark, and, according to Mr. 
Saperstein, “the series has sold to 


many stations at figures 25 per cent 
higher than the next most expensive 
animated cartoon series.” Consisting 
of 104 five-minute cartoons, Mister 
Magoo is produced by UPA Pictures, 
Inc. 

Ziv-UA’s Miami Undercover has 
been sold in 61 markets. Recent buy- 
ing stations include WNEW-TV New 
York, wHO-Tv Des Moines and XETV 
San Diego. New advertisers to sign 
for the series are Fels & Co. for two 
markets and Cheerful Charley's Peo- 
ple’s Furniture Co. for Davenport- 
Rock Island-Moline. . . . In Canada 
after seven months of selling, Inter- 
national Television Programs has 
concluded 142 transactions involving 
27 separate programs, including a 
network sale on Aquanauts and a re- 
gional spread on the second year of 
Lock Up. International Television 
Programs is the foreign distributor 
of Ziv-UA. 

CBS Films has sold The Brothers 
Brannagan in 120 markets as well as 
in six Australian cities. Recent sta- 
tions to buy the series include WNAc- 
Tv Boston, KDKA-TV Pittsburgh, wxyz- 
TV Detroit, wrop-tv Washington, 
WKRC-TV Cincinnati, wisc-Tv Madi- 
son, Wis., WTRF-TvV Wheeling and 
WKYT Lexington, Ky. . . . P. Ballan- 
tine & Sons has renewed MCA TV's 
Shotgun Slade over wr1x New York 
through the 1961 season. 

National Telefilm Associates has 
combined two of its properties- 
Sheriff of Cochise and U. S. Marshal 
—into one series which is being of- 
fered to stations for stripping pur- 
poses under one tithke—Man From 
Cochise. The new program consists 
of 78 episodes of each series, with the 
entire 156 comprising four years of 
production. John Bromfield stars in 
both programs. . . . NTA has sold its 
new post-'48 feature package, “61 
for *61,” to two CBS-owned stations 
—WBBM-TV Chicago and KNXxT Los 
Angeles. 

Other feature transactions were 
concluded or announced in the past 
fortnight. wor-Tv New York an- 
nounced that it has acquired more 
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than 200 pictures, most of them pro- 
duced between 1950 and 1956, from 
a variety of sources—Paramount, 
Warner, United Artists, MGM and 
RKO. . . . Television Industries, Inc., 
has sold its Alexander Korda films to 
23 stations. . . . United Artists As- 
sociated has completed 14 more 
transactions of varying scope for UA, 
Warner and RKO features and car- 
toons. 


PERSONNEL ... 

Independent Television Corp. has 
appointed William McGee as sales 
manager of its western division. Mr. 
McGee, who joined ITC in Novem- 
ber of 1958, fills the position once 
held by William P. Andrews, general 
sales manager in charge of syndica- 
tion. . . . John H. Howley has been 
named an account executive in the 
central division of ITC. Previously, 
Mr. Howley was with the Ziv-UA 
sales force. 

Daniel M. Curtis has been ap- 





MR. CURTIS 


pointed director of sales for Califor- 
nia National Productions, replacing 
H. Weller Keever. who resigned sev- 
eral months ago. At the same time, 
CNP announced two other appoint- 
ments: Jacques Liebenguth has been 
promoted to the post of director of 
national and regional sales, and Bill 
Breen has been elevated to the posi- 
tion of manager of eastern sales. 
They report to Mr. Curtis, who joined 
CNP in 1952 as as eastern field sales- 
man. He moved to Chicago and was 
appointed central sales manager in 
1953. A year later he became east- 
ern sales manager and in 1958 was 
appointed national and regional sales 
manager. 

Sam Fleishman, formerly with 
Screen Gems and National Telefilm 
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Associates has joined Advertising, 
Radio and Television Services, Inc., 
as vice president and general man- 
ager of Gerald Productions, owned 
by the company. . . . Chester L. Stew- 
art, vice president of Reeves Broad- 
casting, has been appointed president 
of the Reeves Sound Studios division 
in New York. 

Marvin L. Lowe has joined Seven 
Arts Associated as an account execu- 
tive, working out of the company’s 
Chicago office. . .. Norman S. Living- 
ston has been appointed vice presi- 
dent of TV Stations, Inc., nation-wide 
film-buying service. Mr. Livingston 





MR. LIVINGSTON 


had been with NBC as coordinator, 
corporate planning. 

James A. Schulke, for the past three 
years vice president in charge of 
Paramount TV Productions, has re- 
signed, effective Jan. 1, reportedly in 
order to head a syndicate interested 
in buying out the studio’s tv inter- 
ests, which include KTLA Los Angeles. 
Paramount Pictures executives, at 
last report, declined comment. 

Alvin G. Flanagan, for the past sev- 
eral years general manager of KCOP 
Los Angeles, has been named presi- 
dent of the broadcast division of 
NAFI Corp. replacing Kenyon 
Brown, who resigned to devote him- 
self to his own station interests. Henry 
Flynn, another NAFI executive, re- 
signed simultaneously to become Mr. 


Brown’s executive assistant. 


STOCKS... 

The first quarterly financial report 
since the issuance of public stock 
showed promise of a bright 1960-61 
earnings picture for Four Star Tele- 
vision. According to the firm’s presi- 
dent, Dick Powell, net profit was 
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$147,266, equivalent to $.30 a share 
on 480,000 shares outstanding, on a 
gross of $4,215,595. This compares 
with $.66 per share earnings for the 
entire previous fiscal year ending last 
June 30. 

After a disappointing first quarter, 
Desilu Productions, Inc., bounced 
back to register a record net profit 
for the second quarter of the current 
fiscal year, Desi Arnaz, president of 
the production company, has reported 
to stockholders. The second-quarter 
net of $322,314 offset first-quarter 
losses of $242,058, though the six- 
month net profit of $120,917 still is 
far behind that of $507,108 for the 
similar period last year. 


PRODUCTION ... 

NBC-TV has signed contracts for 
production of two new hour-long pro- 
grams for the 1961-62 season. In what 
presages a return to greater emphasis 
on dramatic anthologies, Four Star 
TV will produce The Dick Powell 
Show for the network, Mr. Powell 
hosting the series and himself appear- 
ing in one out of every three episodes. 
Goodson -Todman Enterprises has 
been signed to produce Las Vegas, 
an adventure anthology set in the 
Nevada gambling capital. The pro- 
ducer-director team of Andrew Fen- 
ady and Bernard Kowalski are in 
charge of the project. The Goodson- 
Todman-Fenady-Kowalski team is 
also preparing a pilot on The Yank, 
concerning a doctor’s adventures dur- 
ing the Civil War. 

Filmaster, Inc., which has empha- 
sized under-the-line production in tks 
past. 1s going all out with a pilot pro 
duction program of its own this sea- 
son. The company is preparing to 
shoot the initial episode of The Beach- 
comber, comedy-adventure, starring 
Cameron Mitchell; the first three seg- 
ments of Nightside, a series of five- 
minute vignettes hased on Los Angeles 
after dark, are already in the can, 
with a total of 260 planned, and pro- 
duction is expected to begin shortly 
on a series based on Thort:ton 
Wilder’s Our Town, tv rights to which 
the company recently acquired. 

Other pilot activity: Attorney Gen- 
eral, crime investigator series, is ex- 
pected to be placed before the cam- 
eras by the Levy-Gardner-Laven com- 
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bine in January. Grandfather Was a 
Detective, comedy, has had its first 
half-hour completed by Gregson Pro- 
ductions. 


COMMERCIAL CUES... 

An expected gross exceeding $950,- 
000 during its first year of operation, 
ending Dec. 15, has been reported for 
Format Films by founder and presi- 
dent Herbert Klynn. The company, 
which began with a staff of 12, now 
employs more than 100 persons. Plans 
for next year, in addition to the com- 
mercials production, include filming 
of several animated entertainment tv 
series. 

Consul Films has appointed Ed- 
ward W. Rinker vice president in 
charge of commercial and industrial 
sales. Mr. Rinker was previously an 
executive with Kling Studios and Fred 
Niles Productions. 

Pete Burness, for the past ten years 
a producer-director for UPA Pictures, 
has joined Playhouse Pictures as a 
director. Ed De Mattia, an animator 
with more than 20 years of service 
to his credit, has been added to the 
staff of Animation, Inc. 

W. A. Palmer Films of San Fran- 
cisco has discontinued direct film pro- 
duction but is now offering agencies 
and tv stations a variety of new serv- 
ices, including film planning, script 
and storyboard, recording, art and 
animation and processing and print- 
ing. 

Deadline for entries into the first 
International Broadcasting Awards 
competition, staged by the Hollywood 
Advertising Club, is Dec. 31, Don 
Estey, chairman of the event, has re- 
minded production companies. En- 
tries have already been received from 
producers in 10 different countries: 
Canada, England, Germany, France, 
Italy, Japan, Nigeria, Russia, Paki- 
stan and the United States. The ad- 
dress is IBA, PO Box 38909, Holly- 
wood 38, Calif. 


Film Commercials 


GRAY & O’REILLY 


In production: Gulf Oil Corp. (gasoline), 
Y&R; Revere Copper & Brass, Inc. 
(kitchen ware), Adams & Keyes; Bymart- 
Tintair, Inc. (hair coloring), KHCCA; 
Block Drug Co. (Nytol), SSC&B; Northam 
Warren Corp. (Odorono), KHCCA. 


IMAGINATION, INC. 

Completed: Standard Oil Co. (heating 
oil), BBDO; Sano Guard, Inc. (On 
Guard), Nor Cal; Pacific Sales Co. (Fruit 
Stik), Dawson & Turner; Isotox (Ortho), 
McCann-Erickson; Alemite Co. of Noerth- 
ern California (Alemite), Roy S. Durstine; 
Kilpatrick’s Bakeries, Inc. (bread), Rein- 
hardt; Pacific Telephone & Telegraph Co. 
(service), BBDO; Lucky Lager Brewing 
Co. (beer), McCann-Erickson; Sunlite 
(bread), BBDO; Isotox (Ortho), McCann- 
Erickson; Golden Grain Macaroni Co. 
(Noodle Roni), McCann-Erickson. 

In production: Pacific Telephone & Tele- 
graph Co. (service), BBDO. 


RAY PATIN PRODUCTIONS 
Completed: Crocker Anglo National: Bank, 
JWT; Quaker Oats Co. (Flako Products 
Division), Clinton E. Frank; General 
Mills, Inc. (Frosty-O’s), D-F-S; Campbell 
Soup Co. (Franco-American), Burnett. 
In production: Jack’s Cookie Company, 
Inc. (Jack’s cookies), Fitzgerald; Detroit 
Bank & Trust Co., Ross-Roy BSFD; Jos. 
Schlitz Brewing Co. (beer), JWT; Gen- 
era! Mills, Inc. (cereals), D-F-S. 


KEITZ & HERNDON 


Completed: James G. Gill, Inc. (coffee), 
Cargill, Wilson & Acree; Dr. Pepper Co. 
(Dr. Pepper), Grant; Campbell-Taggart 
Assoc. Bakeries, Inc. (Manor and Rainbo- 
Meads bread), Bel-Art; Bank of New Or- 
leans (banking), Godwin. 

In production: Ft. Worth National Bank 
(banking services), Glenn; Texasweet 
Citrus, Inc. (grapefruit), Glenn; Dr. Pep- 
per Co. (soft drinks), Grant. 


PINTOFF PRODUCTIONS 
Completed: Nestle Co. (Zip), McCann- 
Erickson; General Electric Co. (vacuum 
cleaners), Y&R; Isodine Pharmacal Co. 
(Isodine), Reach, McClinton; Ward Bak- 
ing Co. (Lucky Cakes, Tip Top bread), 
Grey; Standard Oil Co. (Esso), McCann- 
Erickson; Singer Sewing Machine Co. 
(sewing machines), Y&R; U.S. Steel Co. 
(steel), BBDO; Texaco, Inc. (gas), C&W. 
In production: Minute Maid Corp. (orange 
juice), Bates; American Tobacco Co. 


(Lucky Strike), BBDO; Reynolds Metals 


Co. (aluminum packaging), L&N; Ameri- | 


can Cancer Society (promotionals), direct; 
Kemper Insurance Co. (insurance), Clin- 
ton E. Frank; American Gas Co. (gas), 
L&N; Burry Biscuit Corp. (Scooter pies), 


Weightman; National Guard (promotions), | 


FRC&H; S. C. Johnson & Son (wax), 
B&B; Charles Pfizer Co. (Beam), Ted 
Gotthelf; Procter & Gamble Co. (Char- 
min), B&B. 


BILL STURM STUDIOS, INC. 
Completed: Schick Safety Razor Co. 
(razors), B&B; Rexall Drug Co. (tooth- 
brush & pen), BBDO; Delco-Remy Div. 
General Motors Corp. (batteries), Camp- 
bell-Ewald; Firestone Tire & Rubber Co. 
(show opening), Campbell-Ewald; Corn 
Products Co. (Mazola oil), L&N; Blatz 
Brewing Co. (beer), K&E; Henry F. Ort- 
lieb Brewing Co. (beer), Lewis & Gilman. 
In production: Corn Products Co. (Ma- 
zola oil), L&N; Howard D. Johnson Co. 
(restaurants), Ayer; Firestone Tire & 
Rubber Co. (show closing), Campbell- 
Ewald; Blatz Brewing Co. (beer), K&E; 
Rexall Drug Co. (National Velvet), BBDO; 
Texaco, Canada (gas), Ronalds; National 
Biscuit Co. (cereals), K&E; Whirlpool 
Corp. (RCA Whirlpool dryer), K&E; 





| 
| 


Brown & Williamson Tobacco Co. (Viceroy 


cigarettes), Bates. 


BANDELIER FILMS, INC. 


Completed: Heart’s Desire (margarine), 
Byer & Bowman; Carnation Co. (Morning 
Milk), Harris & Love; Success Wax (wax 
product), Torobin Adv. Ltd.: Sanitary 
Laundry (services), Robt. Stevens. 


RAY FAVATA 
PRODUCTIONS, INC. 

Completed: United States Army Reserve, 
D-F-S; Rexall Drug Co., BBDO; Colgate- 
Palmolive Co., Inc., Filmways; National 
Biscuit Co. (Millbrook Bread), Goulding- 
Elliott-Graham/McCann-Erickson : Frigi- 


daire Div. General Motors (washer & 
dryer), D-F-S, 
In production: General Mills, Inc. 


(cereals), D-F-S; National Biscuit Co. 
(Millbrook bread), Goulding-Elliott-Gra- 
ham/McCann-Erickson. 


TELEPIX 

Completed: Max Factor & Co. (perfumes), 
direct; Al Terrence Carpet Co., Beckman- 
Koblitz; Simpson Logging Co. (Easy-Wall 
Panels) , L&N; Home Oil Co. (heating) , 
Cockfield & Brown; Crown-Zellerbach (Zee 
tissue), Cockfield & Brown; Garrett Snuff 
Co. (snuff), Simon & Gwynn; Bull of the 
Woods (chewing tobacco), Simon & 
Gwynn; Coast Federal Savings (money), 
Gumpertz, Bentley & Dolan; Beaute-Vues 
(Life Colorchrome), Hixson & Jorgensen; 
Knott’s Berry Farm (family outings), Paul 
Mitchell; Lincoln Savings & Loan 
(money), Ward-Frojen; Democratic Party 
(“Get the Vote”), direct. : 
In production: Beaute-Vues (Nutri-Tonic, 
Life Lotion), Hixson & Jorgensen; Natural 
Spray Starch (Beauty-Quick starch), Ed- 
win C. Dunas; Successors to Pridham 
Davis (optometry), Allied. 
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CAMERA EQUIPMENT CO., INC. 
315 West 43rd Street, New York 36, N. Y. 
JUdson 6-1420 
LIGHTING EQUIPMENT 
Motion picture and television equipment 
. . + generators . . . film editing equip- 


ment . . . processing equipment. 
RENTALS — SALES — SERVICE 











S. 0. S. CINEMA SUPPLY CORP. 


New York Citv: 602 West 52nd Street. PLaza 7-0440 
Hollywood, Calif.: 6331 Hollywood Bivd., HO 7-2124 


SALES + LEASING «+ SERVICE 


The world's largest source for film production 
equipment: Animation, Producing, Lighting, 
Processing, Recording, Projection, etc 
SEND FOR GUR HUGE CATALOG ON YOUR 
LETTERHEAD TO DEPT. N. 








LIGHTING 








CHARLES ROSS. INC. 
333 West 52nd Street, New York 19, N.Y 
Circle 6-5470 
LIGHTING, GRIP EQUIPMENT, 
PROPS AND GENERATORS 
For Motion Pictures and Television 


SALES @ SERVICE @ RENTALS 
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Play (Continued from page 35) 


of the Week is the interest of educa- 
tional tv stations in buying it. WILL- 
tv Champaign-Urbana, Illinois’ edu- 
cational station on the University of 
Illinois campus, carries the show as 
non-compulsory homework to be dis- 
cussed the next day in class. While 
many educational stations are inter- 
ested in having the program, it is 
usually financially difficult or impos- 
sible. Recently, however, there has 
been a hope that large companies will 
give grants to educational stations to 
buy the show. In this case, the com- 
pany will have an opening and clos- 
ing credit for each program. 

The history of The Play of the 
Week’s beginning, its sponsorship 
headaches and final triumph are by 
now well-known. It’s battle with six 
other channels in the New York met- 
ropolitan area began in October of 
last year with programs completely 
out of tune with the mass taste. After 
13 weeks, offerings from Chekhov, 
Anouilh and Euripides seemed des- 
tined to lose out to economics. The 
lack of sufficient advertising revenue 
indicated that The Play of the Week 
might have to go off the air, and a 
plea went out to viewers to send let- 
ters to WNTA-TV. 


Cause Céléebre 


The result was overwhelming. The 
Play of the Week received support 
from not only some 20,000 individual 
viewers but also the combined force 
of New York newspapers’ television 
critics, who turned the show’s plight 
into a cause célébre. 

In mid-January of 1960 the Stand- 
ard Oil Co. picked up The Play of 
the Week with a contract for 15 
weeks, which it later renewed for five 
more. The company went into the 
show primarily from the standpoint 
of institutional advertising—present- 
ing the character of the organization 
as a good corporation, rather than 
dealing with the qualities of the prod- 
ucts—but a substantial part of the 
more than 30,000 letters received by 
Standard Oil contained grateful prom- 
ises to buy its product. One man 
sent in a credit card from another 
company saying he was switching to 
Esso because of the sponsorship of 
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The Play of the Week. 

The public protest at the show’s 
possible demise and applause at 
Standard Oil’s intervention did its 
work. The program is now completely 
sold out in New York, and the de- 
mand from out-of-town for it is 
steady. Before The Play of the Week 
went into syndication, reports of the 
stir it caused filtered out of New 
York; last December a tv critic for 
the Los Angeles Times wrote: “ 
the wisest winds that blow across the 
continent have reported that here is 
television at its most exciting . . . | 
would think that some local station 
which is pouring out re-runs of re- 
runs of re-runs of very tired old 
movies might take a crack at The 
Play of the Week to lure some non- 
viewers to the set.” 

Born of Necessity 

To lure non-viewers to the set was 
precisely what NTA board chairman 
Ely Landau had in mind when he be- 
gan considering the plight of the 
channel 13 station which NTA took 
over approximately two-and-a-half 
years ago. “The Play of the Week was 
born out of necessity,” says Mr. 
Landau. “It was aimed at the idea 
that tv had lost a class audience that 
wasn’t being serviced by the standard 
network shows or by the first-run-off- 
network programs on the other three 
channels.” 

Looking over the fare available on 
the networks and the local stations, 
Mr. Landau realized that he had to 
come up with something to break the 
viewing habits of an audience used 
to westerns, private eyes and situa- 
tion comedies. Because the station was 
an independent, servicing only the 
New York-Newark (N. J.) area, it 
appeared that here was the oppor- 
tunity for exciting programming, and, 
said Mr. Landau, “we decided to 
bring great theatre to television, with 
NTA’s policy being no taboos except 
the taboo of bad taste.” He rejects 
plays based on controversy per se, 
and approves those with controversy 
designed to stimualte the mind. “The 
plays must have true meaning,” he 
maintains, “not just exploitation.” 

The problem of offsetting the cost 
of such an undertaking was solved 
when the vehicle attracted top per- 


formers and directors who were will- 
ing to work for a minimum. Such 
stars as Judith Anderson, Maureen 
Stapleton, Eli Wallach, Jason Ro- 
bards Jr. and Helen Hayes receive 
$750 top per performance. David 
Susskind, who produced some of the 
first shows, and directors of the cali- 
bre of Sidney Lumet and Jose Quin- 
tero consider working on The Play 
almost a “labor of love.” . 

By carrying the show in New York 
seven times a week NTA can also de- 
fray some of the cost. In fact, Mr. 
Landau believes that the future of in- 
dependent tv programming lies in 
this type of schedule; also, of course, 
a program seen seven times a week 
allows time for word-of-mouth pub- 
licity. Last season the average budget 
was $40,000, with Medea costing 
$41,000, The Power and the Glory 
costing much more and Burning 
Bright much less. 


Primary Purpose 


The Play of the Week is rarely 
completely panned by tv critics, and 
when it is criticized it is never on 
the basis of its production. Worth- 
ington (Tony) Miner, executive pro- 
ducer, believes that the majority of 
The Play of the Week productions are 
superior to the originals. Primarily, 
their purpose is to “create some ex- 
citement with deliberate, considered, 
selective television.” Mr. Miner 
knows that they cannot hit this goal 
with every show, but he is sure that 
they can maintain high standards. 
With 40 productions a year, the aim 
is to give as close to a sum total of 
drama as possible, including musicals 
and melodrama. Thus far the produc- 
tions have ranged from Tiger at the 
Gates and Miss Julie to Lullaby and 
The Closing Door. Lullaby command- 
ed one of the highest ratings—36.7 
cumulative (with corresponding crit- 
ical disappointment)—but in Mr. 
Miner's opinion the two best produc- 
tions were The Dybbuk and Eugene 
O’Neill’s The Iceman Cometh, which 
was taped in a four-hour version and 
aired in two parts on successive 
weeks. 

For the most part NTA attempts 
to do its own productions of a play. 


(Continued on page 111) 





































Wall Street Report 


REVLON’S RETURN. QOne of the 
great success stories of television— 
Revlon, Inc.—returned to the securi- 
ties market with a stock offering in 
December. More accurately, 
however, members of the Revlon man- 


early 


agement are selling the stock, not the 
corporation itself. The shares were 
owned by Charles Revson and Charles 
R. Lachman, two of the founders of 
the company, and were held in a vot- 
ing trust. A total of 130,000 shares 
was offered by Reynolds & Co. and 
Lehman Bros. 

The inclusion of Lehman as a man- 
ager of the underwriting is some- 
thing of a moral victory for Charles 
Revson, since Lehman passed up the 
opportunity to be in the management 
of the initial stock offering on the 
grounds that the cosmetics field was 
too stylized a business and that tv 
was too vital a factor in its success. 
Apparently with the passage of time 
Lehman has been convinced that both 
these factors can be stabilized. 

The company, whose stock was 
first offered to the public five years 
ago when its volume topped $50 mil- 
lion, today boasts annual volume of 
over $125 million. In 1960 the vol- 
ume is likely to exceed $130 million. 
And the profits which totaled $3.6 
million back in 1955, or $1.37 per 
share on the outstanding common, 
hit $10.8 million (excluding special 
credits of $2.5 million), equal to 
$4.19 per share in 1959. In the same 
period the dividend has climbed from 
10 cents per share to $1.90 per share. 
In November 1960 the board declared 
a quarterly dividend of 50 cents per 
share on the common stock but has 
carefully not stated its expectations 
to continue that rate of payment, 
which would mean a $2 annual divi- 
dend. 


EXPANSION MOVES. The 


growth of 


early 
Revlon is well-known 
throughout industry—particularly in 


the tv and cosmetic trades. What is 


less well-known is the type of firm that 
has developed in the last few years. 
Revlon today markets over 25 prod- 





ucts in the cosmetics field, ranging 
from hair lacquer to foundation 
These so-called cos- 
metics items, including foundation 
powder, rouges, face powders and the 
like, account for 17.22 per cent of the 
company’s consolidated net sales. 
Two years ago Revlon made a vali- 
ant attempt to get a foothold in the 
Schering Corp. with an eye to enter- 
ing the drug field. It was rebuffed, 


and after a series of futile and time- 


preparations. 


consuming moves Revlon decided to 
give up the Schering “invasion.” Rev- 
lon had acquired a total of 330,000 
shares of Schering stock. It sold 78.- 
161 of those shares to Martin Revson 
and received in return 100,000 shares 
of Class B Revlon stock, which were 
then converted into common stock of 
the company. Several other distribu- 
tions of Schering stock were made, 
with the final one coming on May 6-7, 
1959, when 128,739 shares of the 
common were sold for $7.8 million. 
Today 97,000 Schering shares are still 
held by Revlon. 

In November 1957 Revlon started 
a new acquisition program. It bought, 
for $6.1 million, all the outstanding 
stock of Knomark Mfg. Co., Inc.., sell- 
ing shoe polish and other products 
under the Esquire name. In addition, 
$1.2 million was paid out for certain 
real estate and leaseholds used by the 
Knomark operation. 


BIGGEST COUP. |» November 1958 


Revlon made its biggest coup by pur- 





chasing a key block of shares of 


Schick, Inc., the electric-razor maker. 
Revlon purchased 242,770 shares of 
Schick common for $3.7 million. Later 
Revlon bought another 77,500 shares 
for $1.2 million, so that today it owns 
26.6 per cent of the razor maker. 
In August of 1959 Revlon pur- 
chased Bressard Hair Products Corp., 
makers of hair coloring and other 
hair products. Four months later it 
bought all the shares of the Asthmane- 
frin Co., makers of drug products for 
the relief of asthma and similar ail- 
ments. The stepped-up acquisition 
program called for the absorption of 
the Realistic Co., maker of profes- 
sional permanent-wave preparations 
and shampoos. In July Les Parfums 
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Pierre Balmain, S.A., a French maker 
of perfumes, sold a substantial por- 
tion of its stock to Revlon. Thus, in 
a little less than a year the company 
paid out $10.5 million dollars for 
these new divisions. 

The full benefit of these acquisition 
programs has not yet been reflected 





in the company’s sales or profits. But 
undoubtedly part of the reason for 
the expansion program is Revlon’s 
ability to cash in on its tremendous 
and, to date, successful tv advertising 
campaign with products in similar 


or allied fields. 





Robert T. Schlinkert (l.), general manager of werc-tv Birmingham, has been 
elected a vice president of Taft Broadcasting Co. Other appointments were 
Sam T. Johnston (c.) as general manager of WKRC-TV Cincinnati, and Robert 
C. Wiegand (r.) as general manager of wtvn-tv Columbus. Mr. Schlinkert 
was previously assistant general manager of WKRC-TV and before that sales 
manager of wWJ-TV Detroit. Mr. Johnston comes to Cincinnati from Columbus, 
where he held the post of general manager of the station there. Mr. Wiegand 
was previously general manager of Taft's wKYT Lexington. 


SOME ENTANGLEMENTS. Revlon 
has not grown in the past five years 
without some of the scars and en- 
tanglements that beset any rising or- 
ganization. At present there are seven 





important litigations involving the 
company, all interesting. The most 
noteworthy involves three former con- 
testants on the tv quiz program it 
sponsored a few years back. These 
contestants claim that because the 
shows were “rigged” they suffered 
damages. Revlon feels secure, how- 
ever, because the producers of the 
show. Entertainment Productions, 
Inc., has agreed to indemnify Revlon 
if the contestants win their suit. 
The company has noted that its 
entry into these various fields since 
1957 has caused unusually heavy out- 
lays for development research, start- 
up costs and test-marketing expendi- 
tures and caused a consequent drop 
in its traditional profit margin. 
Traditionally, the company’s second 
half is far more productive of sales 
and profits than the first half. In the 
first half of 1960 volume rose to 
$63.3 million, compared with $58.5 
million in 1959. However, in the sec- 














Cowboy Hall of Fame 


Television westerns have their 
chance for a more tangible re- 
ward than high ratings when the 
National Cowboy Hall of Fame 
and Western Heritage Center 
presents the first annual Western 
Heritage Award in January. 

The awards, to be given in 
Oklahoma City, will go to the 
fictional western tv program and 
the factual western program 
which, in the judges’ opinion, 
have made the outstanding con- 
tribution during the year to a 
fuller appreciation of the coun- 
try’s western heritage. 

The top prize will be a trophy: 
other awards will go to the pro- 
ducer, director, sponsor, writer, 
leading actors and network, if it 
is a network program. A record 
of each award will be placed in 








High (Continued from page 38) 


Narration for all the commercials 
was done by Olivia Browne, a well- 
known local radio personality, and 
an unobtrusive musical background 
helps give the spots continuity and 
contributes to the image of a smart, 
attractive bank where the customer’s 
comfort is foremost in importance. 

The fashion theme is particularly 
applicable to television because it 
offers almost endless variety as re- 
gards changes in the model’s outfit, 
hair style or hemline, ete. And an- 
other advantage to the “model” ap- 
proach to bank advertising is that it 
has proved as appealing to men as 
to women. While the women tele- 
vision viewers eye the new fashions, 
the men eye the attractive model, 
and, hopes the agency, everybody’s 
happy—including Commercial & In- 
dustrial Bank. 





ond half of 1959 Revlon’s sales hit the Hall of F aa 
=e e Hall of Fame national me- 
pserlbsecr —_—_——_— morial in Oklahoma City, jointly Tv Festival 
Hts time fo roll up your sleeve... sponsored by 17 western states. An International Tv Festival, pro- Ni 
Awards will also be presented moted by the National Academy of ro 
ZX GIVE to the top western feature movie. Tv Arts and Sciences, is slated for 
x documentary film. short story New York in the fall of 1961, Los pr 
VS oD and magazine article. Angeles in 1962, a third city in 1963 ro 
LO Entry forms mav be obtained and New York again in 1964. Bae 
by writing to National Cowboy John Walsh, formerly coordinator eer 
Nowe Hall of Fame and Western Herit- of special programs for CBS-TV, ori 
RSS age Center. 101 Park Ave., Okla- is executive director of the festival. nan 
CALL YOUR RED CROSS TODAY! homa City 1, Okla. Initial financing has beer. contributed = 
NATIONAL BLOOD PROGRAM by the three tv networks. Che 
Chey 
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Television Age Network Program Chart—Nighttime 

PM — wa TUESDAY WEDNESDAY THURSDAY 

e s NBC ABC CBS NBC ABC ces NBC ABC CBS NBC 
ABC | | ABC ABC 
| | | ABC 

ons News | News News News 

) 6:30) } —|— 
; 

6:45) News Texaco, News Texaco, News Texaco, News "Tone 
| Amer. Home Huntley- Amer. Home Huntley- Amer, Home Huntley- P. Morris H 
Brinkley untley- 

7:00 | i pan! eee Schlitz Brinkley alt Brinkley tz Brinkley 

: Report Report Carter Report Report 
| 

7:15 enon Expedition — - — 
| News Ralston ews News » 
| ews 

7:30, + —— 
| 
| To Tell the 

7:45), Truth The Base Bunny he 
| = Amer, Home Americans Gen. Foods Hong Kong A The Wagon Train Ralston The Witness 

in IT. Curtis (sust.) euanaate 7-Up 
| | Outiaws 
| Pete & Gladys Father " : 

5 Carnation Th j r Knows aramie 
1S | Gesluar 24 = Best Donna Reed 
| Show 
| Camphell Soup 

8:30) Se 1&1. 

Wanted—Dead The Price | 
s Bri Tales of . Ozzie & ight 
8:45) Surfside 6 . so ge Wells Fargo Wyatt Earp — Gillis yay Harriet aA Bien 7 Sow Bat Mast 
| Scott Am. Tobacco PRG mg ond Fo Eastman- | witliamson Real MeCoys S.C. Johnson, est 
1 Philip Morris rd Hills 
‘se alt Gen. Mills oy alt Kimberly- P&G P. Lorillard . 
-00 Coca Cola 
s' I + Ee ae Clark 
| 
Tom Ewell Bachel 
| Danny Thomas Pe My T — 
hr 
AS | Show Klondike Stagecoach euder ine — Hawaiian “Ellecs ‘Sons —~ ge 
Gen. Foods st. Reynolds est &G Eye Col Chevrolet Gen. Foods “om 
Solgate S. C. Jok alt 
Pillsbury manson Am. Tobacco 
9:30) + + : 
4 
| 
| Dante | Ann Soth 
9:45 Andy Griffith Alberto-Culver Red Skelton I've Get A how via 
Gen. Foods alt Pet Milk Goenet The S. C. Johnson 
| Singer S. C. Johnson R. J. Reynolds | Untouchables Gen. Food 
alt Bristol- . — 

10:00 f + Myers } 
| Adventures 1 Hennesey Severs, Oten- Pp 

10:15 | a wyck Theatre NBC Specials Peter Loves | +s 
| Paradise pity nn Alberto-Culver ta yaa Armstrong Mary Person Groucho Ma 

— . alt Am. Gas Alcoa Circle Theatre P&G 
10:30 | Garry_Moore Armstrong 
Show Naked City + ae 4 nal 
| Peter Gunn Face The Jackpot : eur Ernie Kovacs’ , 

10:45 | Bristol Myers Nation Bowling U. 8. Stee! Take A Good une Allyson 
| Tt. J. Reynolds Knomark Rayuk 2/3 wkly om Look Show 
| ; Schick —- Dutch Master Dupont 

alke Cigars 
11:00 | | 
Jack Paa k F k 
HIS participa 
Nighttime Index Plug, Brillo Gunsmoke CBS Sat 10 Savers, Simonize Bristol 
ae Danny Thomas Show CBS M 9 Happy Dupont NBC F 7:30 Lassie CBS Sun 7 AC § 
C News M-F 6 Dante NBC M 9:30 Harrigan & Son ABC F 8 Lawman ABC Sun 8:30 Lamb 
Adventures In Paradise ARC M 9:30 Dennis the Menace CBS Sun 7:30 Have Gun, Will Travel CRS Sat 9:30 The Law and Mr. Jones ABC F 10:30 National 
J. B. Williams, Whitehall, L&M, The Deputy NBC Sat 9 Hawaiian Eye ABC W 9 The Lawrence Welk Show ANC Sat 9 NBC S$ 
Noxzema, Ludens, Brillo Dobie Gillis CBS Tu 8:30 Carter, Whitehall, Amer. Chicle, Leave It To Beaver ABC Sat 8:30 New Co 

Alcoa Presents ABC Tu 10 Donna Reed ABC Th & Oldsmobile, Beecham Loretta Young Show NBC Sun 10 News CBS 

Andy Griffith CBS M 9:30 The Ed Sullivan Show CBS S Hennesey CBS M 10 Love & Marriage NBC M & White! 

Angel CBS Th 9 betta a m Sun 8 Hong Kong ARC W 7:36 Make That Spare ABC Sat 10:30 Schlit 

Ann Sothern CBS Th 9:30 rele Kovacs’ Take A Geed Look Beecham, Kaiser, Armour, Derby Man From Interpol NBC Sat 10:30 One Hap 

Armstrong Circle Theatre CBS W 10 ABC Th 10:30 Hitchcock Presents NBC Tu 8:30 Markham CBS Th 9:30 Outlaws } 

Bachelor Father NBC Th 9 Expedition ABC Tu 7 The Islanders ABC Sun 9:30 Matty’s Funday Funnies ABC F 7:30 EX. 1. 

oe Stanwyck Theatre NBC M 10 Eyewitness to History CIS F 10:30 L&M, Warner Lambert, United Maverick APC Sun 7:30 Lam., 

at Masterson NBC Th 8:30 Face The Nation CBS M 10:30 Motor Reynolds, Armour, Kaiser, Nox Colgat 

Bonanza NBC Sat 7:30 Father Knows Best CBS Tu 8 I've Got A Secret CBS W 9:30 some Booch 

Bringing Up Buddy CBS M 8:30 Bristol Myers, Kellogg, Scott 1 Love Lucy CBS Sun 6 Meet the Press NBC Sun 6 David 

Bugs Bunny ABC Tu 7:30 The Flintstones ABC F 8.30 Jack Benny Program CBS Sun 9:30 Michael Shane NBC F 10 Ozzie & 

Candid Camera CBS Sun 10 Fight of the Week ABC Sat 10 Jack Paar NBC M-F 11:15 DuPont, Oldsmobile, Pitt Pilate People A\ 

Checkmate CBS Sat 8:30 6. ©. teste CRE On 8 Jackpot Bowling NBC M 10:30 Glass Perry Co 

Brown & Williamson, Lever, Kim- pica ~ on “i “ey Klondike NBC M 9 The Gariund Touch CBS F 9:30 Perry M 
berly-Clark arry Moore Show CRS Tu 1 Kraft Music Hall NBC W 9 Mr. Lucky CBS Sat ? 

Chevy Show NBC Sun 9 Plymouth, Polaroid, S. C. Johnson Laramie NBC Tu 7:30 My Sister Ell aw? Drack 

Cheyenne ABC M 7:30 Groucho Marx NBC Th 10 Colgate, Pitt Plate Glass, Pee- y Sister Elleen CB : Person to 


R. J. Reynolds, Peter Paul, P&G, 
Ralston, Bristol Myers, AC Spark 


Lorillard, Toni, Gold Seal 
Guestward Ho! ABC Th 7:30 


stone, Pan Am, Coffee, Dow, 
Brown & Wmsn, Beechnut Life 


My Three Sons ABC Th 9 
Naked City ABC W 10 


Pola 





Notes: When participating programs and other programs have more than two ment of Roses Parade 11:30-1:45 p.m.; 1/3 Story ef Love “A String 


sponsors, names of sponsors appear with alphabetical listing below chart. of Beads” 10-11: 1/6 Bell Telephone Hour 9-10; 1/10 Tribute to a 
ABC: 1/1 Winston Churchill Special 9:30-10:30; 1/1 Music for a Patriot (re-Dwight D. Eisenhower) 10-11; 1/11 Bob Hope Buick Show 
New Year’s Night 10:30-11; 1/2 Tournament of 1 He 11:30 to 1:45 9-10; 1/13 Equitable’s Our American Heritage (re-Theo. Roosevelt) 
p.m.: 1/20 Inaugural Ceremonies 11 a.m.-3 p.m.; 1/20 Inaugural Ball 9-10; 1/17 Art Carney 10-11; 1/20 Bell Telephone Hour 9-10; 1/24 





Story of Love “Immortality Becomes Allard (Tent. title) 10-11; 1/27 
Sing Along with Mitch 9-10; 1/31 The Bobby Darin Show 9-10; 1/31 
The Square World of Jack Paar 10-11. 


; 1/22 Bell & 





11-12 mid.; 1/22 Bing Crosby Golf Tournament 5:30-¢ 
Howell Close-up! 9:30-10:30. 
NBC: 1/1 NBC Opera “‘Desert’’ 3-5; 1/1 Omnibus 5-6; 1/2 Tourna- 
























| FRIDAY SATURDAY SUNDAY PM 
NBC ABC CBS NBC ABC cBSs NBC ABC ces NBC 6:00 
ABC Meet the 
News Press 
1 Love Lucy " 
eee sust a 6:15 
Manha ar 
| Sh 
—j 6:30 
Walt Disney , 
SS SS ene Presents — ae 6:45 
Texaco, News Texaco, Gen. Mills i se-te0t ant i 
Huntley- | Amer. Home Huntley- Derby _—_ 
Brinkley alt P. Morris Brinkley + + 7:00 
Report Report 
ssie S Temple 
SeSGN a ley Temole] ag 
News Soup 
| —| 7:30 
Matty’s Dennis the 
| Funday oigee Benes Roaring '20’s Perry Mason Menace 7:45 
The Witness | Funnies ~ al Best Foods 
Mattel st 1/16 alt Kellogg 
| 
4 — .. 
7 : Rawhide | 8:00 
Harrigan — ‘ 
& Son One Happy : ationa 
Reynolds Family Maverick Velvet 8:15 
st 1/15 Rexall 
The E alt Gen. Mills 
Sullivan Show 
Colgate- | 8:30 
Tali Man | Palmolive Tab Hunter 
Zane Grey The Westinghouse| Leave It to Reynolds | Fastman- - 
Theatre Bat Masterson Flintstones Playhouse need Checkmate 2/3 wkly Lawman Kodak Lorillard 8:45 
Sealtest —— B t R. J. Reynolds alt Westclox 
S.C. Johnson = iins Pros Miles Westinghouse Ralston eechnu , 
P. Lorillard - Reynolds — Gen. Flectric Life Savers Whitehall 
‘ou | ” 
Chevrolet —_ 9:00 
Bachelor Marlboro The Rebel 
The Deputy | 
Angel Father Sterling Gen. Cigar | P&G G. E. Theatre 9:15 
Gen. Foods —— 2/3 wkiy | Liggett General 
S. C. Johnson Am = Polaroid | & Myers Frectric vy Show 
‘ The | 4 ° 
Lawrence 9:30 
The Garlund Welk 
os 77 Sunset Touch | Show Have Gun. The Nation’s | The Islanders Jack Benny 9:45 
S. C. Johnsor Strip Liggett & Dodge Witt Travel Future Program . 
“Gen. Foods Myers J. B. Williams Lever cane 
zen. Foods Piymouth Whitehall State Farr 
i | wutwart T {0:00 
| Gunsmoke Loretta Young 
Person to Robert an Michael | Liggett & ° Show 
Person Groucho Marx Taylor's “ae i. Shane | The Fight of ayes pave Soon | a - eas 
Detectives Gen. Food Beechnut the Week Remington ~nboes alt Warner 
P&G - Life Savers Gillette, Miles Rand 4 Lambert 
| | | 10:30 
Winston This ts Your 
June Allyson The Lawand = Eyewi | i . Life 
yewitness to Churchitl— What's omg a 
Show Mr. Jones History Mateo | The Valiant My Line Block alt | 10:45 
Dupont Procter & Firestone Pe Years All State 
Gamble — | Bell & Howell Kellogg 
| a 1:00 
Make That Sunday News 
Spare i Special 
Brown & Whitehall is 
Wmsn — _Carter 
Gillette 





Bristol Myers, Brown & Wmsn, 
AC Spark Plug, Derby, Warner 
Lambert, Ludens 


Pete & Gladys CBS M 8 
Peter Gunn ABC M 10:3¢ 
Peter Loves Mary NBC W 10 


Specials NBC F 9:00 Glenbrook, Am. Tobacct 
Stagecoach West ABC Tu 9 State Ins., Dupont, Beechn 
United Motor Service, Brown & Savers 


BC F 10:30 
AFC Sat 9 
Sat 8:30 
Sun 10 
t $ 
t 10:30 
Sat 10:30 


ABC F 7:30 
Kaiser, Nox 


0 
Pitt Plate 


F 9:30 


9 
9 





National Velvet NBC Sun &§ 

NBC Specials Tu 10 

New Comedy Showcase CBS M 10 

News CBS M-F 6:45; 7:15 
Whitehall, Philip Morris, Carte 
Schlitz 

One Happy Family NBC F 8 

Outlaws NBC Th 7:30 
EF, I. Dupont, Studebaker, Warner- 
Lam., Pan Am, Coffee, Gold Seal, 
Colgate, Brown & Wmsn, Ford. 
Beech Nut Life Savers, Mogen 
David, Simonize 

Ozzie & Harriet ABC W 8:30 

People Are Funny NBC Sun 6:30 

Perry Como NBC W 2 

Perry Mason CBS Sat 7:30 

» Parliament, Sterling, 

Drackett, Pream 

Person to Person CBS Th 10 
Polaroid, Wander Co., Lanvin 
Parfums, Am, Home, Drackett 


Play Your Hunch NEC F 9 

The Price ts Right NRC W 8:30 

Rawhide CBS F 7:30 
Nabisco, Colgate, Gen. Foods, 
Philip Morris, Bristol Myers, 
Drackett, Elgin 

Real McCoys ABC Th 8:30 

The Rebel ABC Sun 9 

Red Skelton CBS Tu 9:30 

Rifleman ABC Tu 8 

Roaring °20’s ABC Sat 7:30 
Beecham, Anahist, Colgate, Am 
Chicle, Derby, Carters 

Robert Taylor’s Detectives ABC F 10 

Route 66 CBS F 8:30 
Chevrolet, Marlboro, Sterling 

77 Sunset Strip ARC F 9 
American Chicle. Whitehall. 
Beecham, R, J. Reynolds 

Shirley Temple NBC Sun 7 
Beechnut, Life Savers, Gen. Foods 


Wmsn, Miles, Gen, Foods, Ralston 
Sunday News Special CBS Sun 11 
Surfside 6 ABC M 8:30 

Brown & Wmsn, Pontiac, Whit« 

hall, Johnson & Johnson 
Tab Hunter NBC Sun 8:30 
Tales of Wells Fargo NEC M 8:30 
Tennessee Ernie NISC Th 9:30 
Texaco, Huntley-Brinkley Report NBC 

M-F 6:45 

Esquire 
The Americans NBC M 7:30 
The Aquanauts CT!S W 7:30 

Carter, Lorillard, Vicks, General 

Foods 
The Deputy NRC Sat 9 
The Nation’s Future NBC Sat 9:30 
The Witness CRS Th 7:3¢ 

R. J. Reynolds, H. Curtis, Schick, 

Esquire 
This ts Your Life NBC Sun 10:30 
Thriller NBC Tu 10:30 





Tom Ewell Show CBS Tu 9 
To Teli the Truth CBS M 7:: 
Twentisth Century CBS Sun ¢ 
Twilight Zone CBS F 10 
U. S. Steel Hour CBS W 10 
The Untouchables ABC Th 9:2 
L&M, Armour, Beecham, 
hall 
Wagon Train NBC W 7:30 
Reynolds, Ford, National 
Walt Disney Presents ABC Si 
yen, Mills, Luden’s, 
Dry, Derby, Brillo 
Walter Winchell Show ABC 
Wanted—Dead or Alive CES 
Westinghouse Playhouse NBC 
Winston Churchill — The 
Years ABC Sun 10:36 
What's My Line CBS Sun 1 
Wyatt Earp ABC Tu 8:30 
Zane Grey Theatre CBS Th 8: 





of Love “A String 
1/10 Tribute to a 
Hope Buick Show 
e-Theo. Roosevelt) 

Hour 9-10; 1/24 
title) 10-11; 1/27 
» Show 9-10; 1/31 








ook, Am. Tobacco, All 
Ins., Dupont, Beechnut Life 


| Show CBS Tu 9 

e Truth CBS M 7:30 
Century CBS Sun 6:30 
one CBS F 10 

| Hour CBS W 10 

chables ABC Th 9:30 
Armour, Beecham, White- 


iin NBC W 7:30 

ds, Ford, National Biscuit 
ey Presents ABC Sun 6:30 
Mills, Luden’s, Canada 
Derby, Brillo 

inchell Show ABC F 11 
Jead or Alive CPS W 8:30 
use Playhouse NBC F 8:30 
Churchill — The Valiant 
BC Sun 10:3¢ 

y Line CBS Sun 10:20 

» ABC Tu 8:30 

Theatre CBS Th 8:30 





PERRY COMO'S 
tial BONANZA 
MUSIC HALL 
DINAN shone FORD hens 
sow 
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Sieal 
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Living Color seven days a week! Net- 
work color programs include 
everything from sports to spec- 
taculars! Many local stations 
have their own color shows, too! 


THE PRICE 
1S RIGHT 





Living Color plus black and white! 
Both from the same set! Turn to 
the program you want... . 
whether it’s in color or in black 
and white, you’llsee it beautifully ! 





Remote control with“‘Complete-off!"’ 
“Wireless Wizard’’ lets you 
change channels, volume and 
color . . . and it’s the only remote 
that turns the set completely off! 


| Arming i 


ars 





Full-year warranty on all parts ar 
tubes! Covers even the pictur 
tube! 5 year warranty on Securit 
Sealed circuit boards! Labor cos 
are excluded. 


You dont know what youre missing ‘til you 
get new RCAVICTOR COLORT. ! 





Today’s RCA Victor Color TV is TV as you’ve 
never seen it before! You’ll be amazed at its 
new picture clarity—color realism—easier 
tuning—new performance and dependabil- 
ity! New programs too, and more of them. 

New RCA Victor Color TV is priced lower 
than you’d ever guess. Ask your dealer for a 






Sc ne 


nn Se is es © = - ~ 
See the Jack Paar Show in Living Color— Monday thru Thursday nights—NBC-T 


demonstration. See what you’ ve beenmissing 


Service is no problem. See your local dealer, serviceman, or RC 
Service Co. Price, specifications subject to change without notici 
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Television Age Network Program Chart—Daytime 


MONDAY-FRIDAY 
ABC CES 


SATURDAY 


ABC CBS 


SUNDAY 
ABC 











1:30) 


Was, 


12:00 





Daytime Index 


*ABC “Operation Daybreak" adver- 
tisers 

Adolph’s, A. E, Staley, Alberto 
Cu'ver, Armour, Block, Brillo, 
Bristol Myers, Carter's Little 
Pills, Chesebrough-Pond’s, Coty, 
Crackerjack, Ex-Lax, Filbert 
(reg.), General Foods, Hartz, 
Johnson & Johnson, Knapp-Mon 
arch, Lever, Miles, Minute Maid, 
National Biscuit, Noxzema, Old 
London, Peter Paul, Reynolds 
Metals, S. C. Johnson, Sterling 
Drug, Warner Lam- 
bert, Welch, Whitehall 

About Faces ABC M-F 1* 

Adventure Theatre NBC M-F 4:30 

All Star Golf ABC Sat 5 

Amateur Hour CBS Sun 5 

American Bandstand ABC M-F 4 
Beech-Nut, Gen, Mills, Welch, 
Toni, Vick, Lever, Alberto Cul- 
ver, Stridex, Hazel Bishop, Nox- 
zema 


Say When 


Video Village 


' Leve Lucy Price is 


Right 


Morning Court 


pee 


Love That 
Bob Clear Horizons | Concentration 


Camouflage Love of Life 


st 1/9 Truth Or 


Consequences 


Search For 
Tomerrow 
P&G 
The Guiding 
Light 

__P&G 


it Could Be 
You 
color 


Beat the Clock 


As The World Turns CBS M-F 1:30 
Procter & Gam 


Quéker Oats, Vick Chem. 
Beat the Clock ABC M-F 12:30* 
Bowling Show NBC Sat 4:30 
The Brighter Day CBS M-F 4 
Drackett, Vick, Borax, Lever 
Camouflage ABC M-F 12 
Camera Three CBS Sun 11:30 
Captain Gallant ABC M 5:30 
Sweets, Gen. Mills, Gilbert 
Captain Gallant NBC Sat 5 
Gen. Mills, Beechnut, Life Savers 
Captain Kangaroo CBS Sat 10 
CBS News C3S M-F 1 
CBS News CBS Sat 12:30 
CBS News CBS Sun 12:55 
CBS Workshop Sun 12 
Celebrity Golf NBC Sun 5 
Championship Bridge ABC Sun 2 
No, Amer, Van Lines, Shwayder 











Captain 
Kangaroo 


| Magic Land 
of Allakazam 
Kellogg 


Mighty Mouse 
Colgate 
Nestle 


Lone Ranger 
Gen. Mills 


Sky King 
Nabisco 


Lunch with 
Soupy Sales 
Gen. Foods 


True Story 
Sterling 
alt sust 


Detective’s 
Diary 
Sterling 
alt sust 


Clear Horizons CBS M-F 11:30 
Remington Rand, Borax, Colgate, 
Eastman Kodak, Vick 

College Bowl CBS Sun 5:30 

Concentration NEC M-F 11:30 
Alberto-Culver, Lever, Frigidaire, 
Heinz, Miles, Nabisco, Whitehall, 
Mennen, Procter-Silex, Gen. 
Mills, Thomas Leeming, Simonize 

Day In Court ABC M-F 2* 

December Bride CBS M-F 10 
Eastman Kodak, Vick, Borax 

Detective’s Diary NBC Sat 12:30 

Directions "61 ABC Sun 1 

The Edge of Night CBS M-F 4:30 
P&G, Sterling Drug, Pet Milk, 
Pillsbury, Nabisco, H, Curtis, 
American Home, Quaker Oats, R. 
T. French, Drackett, Vick Chem. 

From These Roots NBC M-F 3:30 
Simonize, Plough, Procter-Silex, 
Gold Seal, Heinz, Beechnut, 
Purex, Lever 

Frontiers of Faith NBC Sun 1:30 





Lamp Unte 
My Feet 
sust 


UN in 
Action 
(sust) 


Camera Three 
sust 


Matty’s 
Funday 


Funnies cBs 


Television 


Rocky and sust 


His Friends 


Directions '6! 


Full Circle CBS M F 2 

Fury NBC Sat 11 

The Guiding Light CBS M-F 12:45 

Here’s Hollywood NBC M-F 4:30 
Colgate, Whitehall, Culver, Toni, 
Beechnut, Gen, Mills, Heinz, 
Mogen David 

House Party CBS M-F 2:30 
of the Sea, Kellogg, Carnation, 
Pillsbury, Hoover, J. B. Wil- 
liams, Drackett 

1 Love Lucy CBS M-F 11-11:30 
Lever, Kodak, U. 8S. Steel, Best 
Foods, Vick 

Issues and Answers ABC Sun 1:30 

It Could Be You NBC M-F 12:30 
Whitehall, P&G, Alberto-Culver, 
Nabisco, Miles, Frigidaire, Heinz, 
Thomas Leeming, Mentholatum 

Jan Murray Show NBC M-F 2 
Procter-Silex, Nabisco, Mogen 
David, Whitehall 








Kin 

N 
Lam 
Lon 
Lon 


Loo! 
The 


Lov 
Lov 


Lur 
May 


2:45 
30 


Heinz, 


hicken 
ration, 
Wil- 


. Best 


1:30 
30 
Culver, 
Heinz, 
tum 


MONDAY-FRIDAY 
ABC cBs 


SATURDAY 
cBS 


NBC 


UNDAY 


ABC CBS 





As The 
World Turas 


ane 





' 
Day in Court 


part Full Circle 


The 
Millionaire 


Who Do You 
Trust 


; 
The Verdict | 
Dart 


ts Yours 


The Brighter 
American D 
Bandstand 
part (te 5:30) 


~The Secret 
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Action/- 
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King Leonardo & His Short Subjects 
NBC Sat 10:30 
Lamp Unto My Feet CBS Sun 10 
Lone Ranger NBC Sat 11:30 
Lone Ranger ABC W 5:30 
Guibert, Gen. Mills, Crackerjack, 
Am. Home Foods 
Look Up and Live CBS Sun 10:30 
The Loretta Young Theatre NBC. M-F 
2:30 
Frigidaire, Heinz, P&G, Gold 
Seal, Gen. Mills, Toni; Knox 
Gelatin, Simonize, Beechnut 
Love That Bob ABC M-F 11:30* 
Love of Life CBS M-F 12 
American Home Prods, Lever, 
Best Foods, R. T. French, Quaker 
Oats, Nabisco, Borax 
Lunch with Soupy Sales ABC Sat 12 
Magic Land of Allakazam CBS Sat 


11 

Make Room for Daddy NBC M-F 4 
Heinz, Toni, Procter-Silex, Cul- 
ver, P&G, Thomas Leeming 


| Young Theatre 
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Show | 


Young 
Dr. Malone 


From These 
Roots 


ee oe 


Make Room 
for Daddy 


Here’s 
Hollywood 


All Star Golf | 
Reynolds 
Metals 
Armour 
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Matty’s Funday Funnies ABC Sun 5 

Mighty Mouse CBS Sat 11:30 

The Millionaire CBS M-F 3 
Colgate, Drackett, Vick, Gerber, 
Quaker Oats, Scott, Nabisco 

Morning Court M-F 11:00* 

Mr. Wizard NBC Sat 1 

NBA Basketball NBC Sat 2 

NCAA Basketball ABC Sat 2-5 

National League Football Games CBS 

Sun 2 

News CBS Sun 11:55 

News NBC M-F 12:55 
Gen. Mills 

Play Your Hunch NBC M-F 10:30 
Sterling, Brown & Wmson, White- 
hall, Miles, Heinz, Hartz, Gen. 
Mills, Mentholatum, Simonize 

Queen For A Day ABC M 3* 

The Price Is Right NBC M-F 11 
Lever, Sterling Drug, Whitehall, 


| 


NBA 
| Basketball 


Gallant 


Beechnut 
L/fe Savers 


~) Saturday Prom 
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nuns and | 


—————— 


Championship 
Bridge National 
League Foot- 
ball Games 
partic. 


Amateur Hour 
J. B, Williams 


GE College 
Rocky and Bowl 


His Friends | Gen. Electric 








Frigidaire, Heinz, Alberto-Culver, 
Miles, Mentholatum, Chemstrand, 
Thomas Leeming, Toni, Beechnut 
Pro Football NBC Sun 2 
Rin Tin Tin ABC Tu & Th 5:30 
Gen. Mills, Sweets, Gilbert 
Road to Reality ABC M-F 2:30" 
Rocky and His Friends ABC Sun 
5:30, Th 5:30 
Gen, Mills, 
Paul, Sweets 
Ruff & Reddy NBC Sat 10:30 
Saturday News CBS Sat 12 
Saturday Prom NBC Sat 5:30 
Say When NBC M-F 10 
Beechnut, Block, Sterling, Leem- 
ing 
Search For Tomorrow CBS M-F 12:30 
The Secret Storm CBS M-F 4:15 
American Home Prods, R. T. 
French, Scott, Quaker Oats 
Shari Lewis NBC Sat 10 


Am. Chicle, Peter 


Frontiers of 
Faith 
wu 


Celebrity Golf 
Kemper (alt) 


Time: Present 

Kemper (alt) 

Amer. Photo 
(alt) 


Sky King CBS Sat 12 

Time: Present NBC Sun 5:30 

True Story NBC Sat 12 

Truth Or Consequences NBC M-F 13 
Miles, P&G, Culver, Nabisco, 
Whitehall, Heinz, Frigidaire, 
Hartz, Beechnut 

UN in Action CBS Sun 11 

The Verdict is Yours CBS M-F 3:30 
American Home Prods, Lever, 
Sterling Drug, Scott, Vick, Quak 
er Oats, Armstrong, U. 8. Borax 

Video Village CBS M-F 10:30 
J. B. Williams, Vick, Eastman 
Kodak, Lever, Borax Amer. 
Home, Remington Rand 

Who Do You Trust ABC M-F 3:30" 


Young Dr. Malone NBC M-F 3 


Miles, Sterling, Heinz, Culver, 
Mennen, Plough, P&G, Gold 
Seal, Thomas Leeming, Gen. 
Mills, Simonize 
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You roll it...let ASC ride it! 


RCA Vidicon Chain, with Automatic Sensitivity Control, 


Assures Uniform Picture Quality... Automatically 


To show the “‘Film of the Day” at its very best, use the 
RCA Vidicon Camera Chain, Type TK-21C—now with 
Automatic Sensitivity Control. By electronically con- 
trollinz sensitivity of the camera tube, the TK-21C 
automatically rides gain for you . . . assuring superior 
reproduction of films with little or no operator atten- 
tion. The operating convenience and uniform picture 
quality will add new spark to your film programming 
. . . give better service to your clients. 


This improved camera chain with Automatic Sensitivity 
Control senses variations in camera output level, and 
compensates for wide transitions in highlight density. 
Reaction time is rapid—less than 1% second for a 10 to 1 
change in highlight brightness. Even under the worst 
conditions, a transition from extremely dense to very 


Get the full facts on the new 
RCA TK-21C Vidicon Film 
Chain! See your RCA 
Representative or write to 
RCA, Broadcast and Television 
Equipment, Dept. OB-278 
Building 15-1, Camden, N. J. 


light film (100 to 1 change) can be accomplished in less 
than one second. Automatic Sensitivity Control is 
supplied as part of new RCA TK-21C Vidicon Film 
Chains. Previous TK-21 models can be converted. 


An integral part of a matched line of RCA TV equip- 
ment, the vidicon film system has been established as 
the standard of the industry. Continued improvements, 
such as automatic sensitivity control, make RCA vidi- 
con chains one of your best equipment buys. Remember 
when you buy RCA you get the most advanced equip- 
ment ... plus the kind of service before and after the 
sale that only RCA with its broad background in 
broadcasting can provide. 


RCA Broadcast and Television Equipment, Camden, N. J. 


The Most Trusted Name in Television 


_ RADIO CORPORATION OF AMERICA 
® 
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TELEVISION AGE 


ollowing a few weeks of slow ac- 
ro. during late November and 
early December during which many 
1961 plans were awaiting client ap- 
proval, spot buying picked up with 
a flurry. Renewals and new buys 
were being made at press time for 
the year-long advertisers—P. Loril- 
lard, American Tobacco, Lever, Col- 
gate, etc. Additionally, winter-time 
campaigns were being increased by 
several of the cold-remedy adver- 
tisers, the sea-food processors were 
looking toward their lenten cam- 
paigns and numerous manufacturers 
were setting schedules to start in mid- 
January for pre-spring drives of two- 
to-13_ weeks. 

The year just past and the one 
ahead were getting attention from 
several sources during the month. A 
look at some of the more interesting 
observations might be in order as 
the decks are cleared for ’61. 

Charles G. Mortimer, chairman of 
General Foods Corp., which puts 
about 60 per cent of its advertising 
budget into spot and network tv, 
looks for the year ahead to be “a 
relatively good one for the food in- 
dustry.” Noting that a moderate 
slackening of general industry ac- 
tivity does not seem to bother the 
food business (“total food expendi- 
tures continued upward in both 1954 
and 1958”), Mr. Mortimer said Gen- 
eral Foods will complete its national 
network of 16 distribution centers 
next year and will continue to in- 
troduce new and improved products. 
The industry as a whole looks for 
sales to increase by $4 billion a year 


a review of 
current activity 
in national 
spot tv 


for the next 10 years. 

A new record, $7 million, was 
spent this year in tv by toy com- 
panies, reported the Television Bu- 
reau of Advertising as it totaled up 
expenditures during the first nine 
months ($2,708,130) and added in 
the heavy pre-Christmas campaigns 
that just ended. For the nine-month 
period, TvB noted expenditures were 
up 19.5 per cent over the same period 
last year. 

The A. C. Nielsen Co. announced 
a plan of continual expansion during 
the coming year, with Donald Mc- 
Glathery named sales manager and 
operating head of the new Nielsen 
Media Service. The first report, avail- 
able in late February, will provide a 
measurement of magazines and tv 
audiences from the same national 
panel. 

The Nielsen Station Index, cur- 
rently measuring 389 tv stations 
operating in competitive, multi-sta- 






At Foote, Cone & Belding, Inc., New 
York, Bill Croke buys for Lever Bros. 


on Airwick and Pepsodent. 
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REPORT 


tion tv markets, will next year meas- 
ure all U. S. tv stations at least twice 
during the year. Samples will be in- 
creased to pinpoint marginal audi- 
ences, with sampling and market data 
revised on the basis of new U. S. 
Census Bureau and NCS ’61 coverage 
information. 

Finally, William E. Matthews, vice 
president and director of the media 
relations and planning department of 
Young & Rubicam, Inc., warned in a 
recent address that television has lost 
its novelty appeal and must continue 
to seek new life and fresh direction. 
“The medium must question,” he 
said, “whether present practices in 
programming and scheduling are 
valid for future growth.” Such a 
move is particularly necessary, the 
media executive held, as magazines, 
newspapers, outdoor and radio com- 
pete with tv for larger shares of the 
advertisers’ dollars. 

Among current and up-coming 
spot campaigns from advertisers and 
agencies across the country are the 
following: 


AMERICAN SPONGE & 
CHAMOIS CO. 

(Daniel & Charles, Inc., N. Y.) 
This maker of AMSCO sponge cloth— 

a product that achieved a well-deserved tv 
“success story” primarily in the New York 
area—expands its campaign late next 
month into 20 major markets throughout 
New England and the middle-Atlantic 
states. Daytime and late-night minutes 
will aim for the housewife during a 
four-week push. Isabelle Stannard is the 
timebuyer. 


AMERICAN TOBACCO CO. 
(L. C. Gumbinner Adv. Agency, 
Inc., N. Y.) 


As were many of the cigarette-makers, 
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American was busy at press time setting 
new schedules to start at year-end for 
52 weeks. Light placements of night 
minutes and 20’s for TAREYTON go into 
selected major markets. Dotty Barnett is 
the buying contact. 


B. T. BABBITT CO. 


(Geyer, Morey, Madden & Ballard, 
Inc., N. Y.) 


A small group of top markets is slated 

to get light placements of day minutes 
at the first of the year, following the 
schedules noted here Oct. 31. The new 
activity will run about five weeks. Bob 
Kutsche is the timebuyer. 


BLUE BELL POTATO CHIP CO. 
(Cole & Weber, Portland, Ore.) 


A campaign described as “the heaviest 

tv drive ever” utilized by BLUE BELL 
potato chips is currently on during the 
last two weeks of the year in the Pacific 
northwest and Alaska. Animated ID’s in 
saturation-weight frequencies are used. 
Tv-radio director Ralph Rogers is the 
contact. 


CHEF BOY-AR-DEE, Div. 


American Home Foods, Inc. 
(Young & Rubicam, Inc., N. Y.) 


Next week reportedly sees a major 
campaign for this food processor’s 
spaghetti-macaroni products in about 50 
major markets. Filmed minutes and 20's 
in day and night slots will run for 

26 weeks. Frequencies range from three 
to 10 announcements, with concentration 
late in the week. Tom Viscardi is 

the timebuyer. 
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SELL 
60,300 TV HOMES at less than 
$1.00 per 1,000 TV HOMES! 


Seven Cities & 13 Counties enjoy 
KMSO-TV’s Fine Lineup of CBS- 
NBC & ABC Programming. 


@ MISSOULA 
@ BUTTE @ HELENA 


@ ANACONDA @ DEER LODGE 
@ HAMILTON @ KALISPELL 


NATIONAL REPRESENTATIVES 


HEADLEY-REED 
COMPANY 














COLGATE-PALMOLIVE Co. 
(D’Arey Adv. Co., Inc., N. Y.) 
At press time, HALO was actively seeking 
ID's for 1961 in some 80 markets across 
the country. The spots in good time slots 
begin next week for the balance of the 
year. Bob Lazetera is the timebuyer. 


COLUMBIA RIVER PACKERS 
ASSOCIATION 

(Richard K. Manoff, Inc., N. Y.) 
Following past practice, BUMBLE BEE 
tuna will kick off its spring campaign 
about Feb. 1 in selected markets, using 
filmed minutes in day and non-prime 
availabilities. The placements run about 
10-12 weeks through the Lenten period. 
Shirley Weiner is the timebuyer. 


CONTINENTAL OIL CO. 
(Clinton E. Frank, Inc., Chicago) 


This agency, which took over on 
CONOCO from Benton & Bowles, Inc., is 


renewing contracts that come up early 

next year on The Blue Angels and news, 
weather and sports shows throughout the 
product’s 28-state distribution area. Further 
renewals are expected to be made as 
they come up, with little immediate 
change in the tv picture. Media 
director-vice president Bud Trude is 
the contact. 


DELL PUBLISHING CO. 
(Fuller & Smith & Ross, Inc., N. Y.) 


While this publisher of comic books has 
run special-market tv campaigns 
infrequently in the past for various 
promotions, it is planning its first major 
drive to begin about mid-March in top 
markets across the country. At press 


time, details were still being worked out 
as to length of campaign, frequency, 
specific areas, etc., but finalization of 


plans is expected by Jan. 15. Kid shows 
will naturally be utilized to build interest 
in a contest. Account executive Gene 
Damon and timebuyer Bernie Rasmussen 
are the centacts. 








have its pitfalls. 


two shows. 

(October 

Pete and 

Gladys 
Total U. S.* 20.5 
County Size B* 18.5 
Des Moines-Ames 25.5 
Charleston-Huntington 11.8 
Atlanta** . 16.3 
Harrisburg-Lebanon ....... 28.2 
Birmingham** 28.6 
Providence — 
Lancaster} 36.0 


*NTI, others NSI; **Nov. 1960 report; 
Copyright A. C. Nielsen Co. 


vertiser’s decisions. 





Rating figures derived from a seven- 
determining immediate trends, but can sometimes prove to be mislead- 
ing. In the same way, reliance solely upon a “national” rating can also 


The Whole vs. The Parts 


(A monthly study of the performances of network programs in local markets.) 
In this issue’s lead article, “Pattern of Survival,” 36 new programs 


on the three networks are analyzed according to their early ratings to 
determine whether or not they will be around next year at this time. 


city sample are often effective in 


Among the new programs analyzed are three situation comedies— 
Pete and Gladys, My Three Sons and The Tab Hunter Show. At least 
one of these is shaping up as a major hit of the season. However, its 
ratings in individual markets vary widely, just as do those of the other 


SITUATION COMEDIES 


1960) 
My Three Tab Hunter 

Sons 

23.0 17.6 

22.8 18.0 

aia 14.7 

21.4 23.5 

26.8 18.6 

33.2 — 
16.6 
-— 23.9 

21.8 rs 


7Includes all of Harrisburg-Lebanon; 


Which is the weakest program and the strongest in a market such 
as Charleston-Huntington? The Hunter show, placing third on the 
national ratings, outranks the other shows in that area. If the market 
is of particular importance to the program’s sponsor, he might consider 
the show more valuable than the ABC-TV and CBS-TV properties. 

National and market-group data are important, of course, but it is 
often the program’s appeal in a particular area that influences. the ad- 
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The Buyer Talks About .. . 





RESOLUTIONS: ’61 


While the holiday cheer is still flowing and the confetti is littering 
the floor, it’s customary to start making resolutions. Probably they 
won’t be followed, but here goes: 

I RESOLVE that I will start 1961 right by making new friends 
throughout the agency. To do this Ill begin random distribution of 
the 46 ashtrays embossed with station call letters, the 18 cigarette 
lighters bearing the CBS eye, the 12 gold-plated calendars that must be 
turned to a new date each day and the 32 ballpoint desk sets sent to 
me as Christmas gifts. Naturally, the thoughts are appreciated, and 
I'm grateful to the stations involved for making my own present-giv- 
ing situation much simpler. 

I RESOLVE in 1961 to try to be more lenient with the salesmen 
who drop in during a busy day with “there’s nothing really new—just 
was in the building and thought I'd say hello.” Instead of three minutes 
of time, [ll give them five. 

I RESOLVE in 1961 to try to improve working relationships with 
my media supervisors. Ergo, I'll try to understand that each has his prob- 
lems, too. Of course, this will be difficult when one tells the client we'll 
have the figures for him at four—and it’s already three o’clock. But 
if I look at his promise as an expression of his confidence in my 
abilities, perhaps I can bear up through the crises. 

I RESOLVE in 1961 to cut down on my paperwork. Somehow. 

I RESOLVE in 1961 to do something about the representatives and 
station salesmen who wait for brief eternities in the reception room. 
It would help if they would call and make an appointment, naturally. 
But, if they don’t, I'll try to get through a little faster so the wait will 
be shorter. 

I RESOLVE in 1961 to give the client even more attention than he’s 
been getting, although I’ve tried to give him as much as humanly pos- 
sible. I'll remind myself that his problems are my problems, but my 
problems are not his. 

I RESOLVE in 1961 to cut down on my paperwork. Somehow. 

I RESOLVE in 1961 to be a bit more sympathetic toward my esti- 
mators and assistants. They shouldn’t have any problems, but some- 
times they can use a little coddling. I doubt if I'll be able to give {hem 
a rush assignment any sooner, but if they have to work late, I can at 
least be grateful. 

I RESOLVE in 1961 to attend no more station presentations and 
cocktail parties than I did this past year. If anything, I shall try to go 
only to the important ones where something of value might be presented. 
Standing in a smoke-filled room with a glass in one hand, feeling out 
a buyer from another shop as to whether or not there are “any open- 
ings at your place on the media-supervisor level” isn’t much fun after 
the first couple of times. 

I RESOLVE in 1961 to take lunch hours just as long as, if not 
longer than, those I’ve been taking. And that goes whether a salesman 
pays for it or not. Buyers get only one chance to relax, and lunch hour 
is it. Every minute of each one should be savored. 

I RESOLVE in 1961 to cut down on my paperwork. Somehow. 

I RESOLVE in 1961 to stop hoping all the rating services burn up 
and to realize they’re with us to stay. This attitude should result in 
my using the services more efficiently. And accepting and compensat- 
ing for their limitations. 

Now, back to the paper work. . . 











ELDON INDUSTRIES 


(Guild, Bascom & Bonfigli, Inc., 
L.A.) 


Noted here Nov. 14 as planning a major 
spot campaign for its newly won toy 
account for next year’s pre-Christmas 
season, the agency reportedly will do 
some initial scheduling in mid-January. 
Kid-show minutes will be used for a 
brief period, with numerous other 
toymakers having found the post-Christmas 
weeks a good time for business, as 
gifts of money are spent by children 
and new toys are sought to replace 
those worn out from steady play during 
the holidays. Lyn Gross, media director, 
is the contact. 


FELS & CO. 
(Aitkin-Kynett Co., Inc.) 


This long-familiar name in the soap field 
generally has schedules running in some 
of approximately 40 markets, but makes 
its heaviest drives in spring and fall. 
For °61’s first push, look for about 

15 weeks of day and late-night minutes 

to start late next month. Alan Bobbe 

is the timebuyer. 


FLAV-R-STRAWS OF THE 
WEST, INC. 


(Jere Bayard Adv., L. A.) 


Handling the western distribution area 
of the novelty drinking straws, agency 
head Jere Bayard reportedly was setting 
renewals and new schedules for 1961, 
with kid-show minutes placed for as 
long as 52 weeks, depending on the 
market. Included are top areas in 
California, Oregon, Washington, 
Colorado, etc. 


J. A. FOLGER & CO. 
(FRC&H, San Francisco) 


A group of west-coast markets served by 
this agency receives new placements of 
minutes, 20’s and ID’s early next year for 

a 13-week campaign on FOLGER’S coffee. 
King Harris is the contact. 


R. T. FRENCH CO. 
(Atlantis Sales Corp.) 


(J. Walter Thompson Co., N. Y.) 


A new product—French’s pre-sliced 
FRYING POTATO—is scheduled to be 
introduced via network and spot 
placements in 28 top markets early next 
year. At press time, distribution was still 
being set up and a start date for the 
schedules of filmed minutes was not 
definite. A campaign on other French 
potatoes—instant, scalloped, etc.—might 
preface the new-product push. Mario 
Kircher, Carrie Senatore and Greg Bathon 
are the buying contacts. 


FUNK & WAGNALL’S CO. 
(Leonard Adv. Agency, Inc., N.Y.) 


A publisher of encyclopedias and other 
books, this firm embarked this past 
September-October on an advertising 
program similar to that used by Golden 
Books. It promotes its Standard Reference 
Encyclopedia via tv (and other media) at 
local chain outlets. At press time, a buy 
was being made for a good-sized group of 
markets to start late in January. Minutes 
will run about two weeks. Company 
advertising manager Leo Bernstein is the 
contact. 
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GENERAL FOODS CORP. 
(Benton & Bowles, Inc., N. Y.) 
Activity was on here for YUBAN coffee 
in the various markets across the country 
where distribution has been achieved. 
For a Jan. 1 start, minutes were being 
acquired for the regular-grind and ID’s 
were being picked up for the instant, 
with switching from one form to another 
taking place in certain markets. Alan 
Yoblon and assistants Steve Silver, Jerry 
Koffler, Frank Dewey and Pat Shannon 
are the buying contacts. 


GENERAL FOODS CORP. 
(Ogilvy, Benson & Mather, Inc., 
N. Y.) 

Regular MAXWELL HOUSE coffee was 
noted renewing and setting new placements 
of night minutes in some of the top 
markets it uses on a year-round basis. 
Frequencies are light, with the schedules 
starting early next month for 52 weeks. 
Peter Berla is the head buyer on 

the account. 


GENERAL MILLS, INC. 
(Dancer-Fitzgerald-Sample, Inc., 
N. Y.) 


A Jan. 1 start on new campaigns on 
various cereals handled by D-F-S should 
involve about 20 major markets. 
Placements of minutes in kid shows, about 
five spots weekly, will run through 

March. Ira Weinblatt and Bud Sawyer 

are the buying contacts. 


GIBSON WINE CO. 
(Stockton, West, Burkhart, Inc., 
Cincinnati) 

Winding up a flight of ID’s in top 


THE 


LAUREL 
AND 


HARDY 


SHOW 
Gets Top Ratings On 


WSB-TV Atlanta 











Wire or phone 
Art Kerman 
today for Zz 


availability 
in your market, \ 
GOVERNOR TELEVISION 
PLaza 3-6216 
375 Park Avenue, N.Y.C..- 
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markets in Ohio, Indiana and Kentucky 

at issue date, this winery plans to return 
Feb. 1 with a schedule to carry through 
the end of April. Media director 

R. McDowell is the contact. 


GOLDEN PRESS, INC. 
(Wexton Co., Inc., N. Y.) 


Having emphasized its GOLDEN BOOK 
encyclopedia through most of the year, 

the accent is now moving toward the 
companion atlas, with various major and 
minor markets getting one- and two-week 
schedules of day and night minutes 

and 20’s. Local grocery chains get credit 
on some of the spots. Vice president 

John Eckstein and head timebuyer Jeff 
Fine are the contacts. 


HELENA RUBENSTEIN, INC. 
(Ogilvy, Benson & Mather, Inc., 
N. Y.) 


After a brief hiatus after the holidays, 
this cosmetics firm returns to its good-sized 
group of top markets at the middle of 
January. Filmed minutes and some ID’s 

in day and night slots will run for a 
few weeks only. Maxine Cohen is 

the timebuyer. 


ILLINOIS BELL TELEPHONE 
co. 


(N. W. Ayer & Son, Inc., Chicago) 


Major markets in Illinois should get new 
spot schedules for the “Princess” phone 
and general service at the first of next 
month, with moderate placements of 
minutes and 20's running about 16-20 
weeks. Media director Harold Bennett 

is the contact. 


S. C. JOHNSON & SON, INC. 
(Needham, Louis & Brorby, Inc., 
Chicago) 

The first of the year should see new 
schedules of day and night minutes kick 
off in about the top 50 markets for 
STRIDE furniture polish. Frequencies 
will be 10-12 spots per week. Marianne 
Monahan is the timebuyer. 


LANOLIN PLUS, INC. 
(Daniel & Charles, Inc., N. Y.) 
A new product here—COLOR PLUS, a 


nail-strengthening polish—will be 
introduced nationally in mid-January, with 
spot schedules set in selected markets. 
Eight weeks of minutes, 20’s and ID's 
on film will be used initially. Doris 

Gould is the timebuyer. 


LEVER BROS. CO. 
(Foote, Cone & Belding, Inc., N. Y.) 


Mid-January sees the start of a new 
campaign for PEPSODENT toothpaste in 
about 15 major markets. Placements of 
daytime and non-prime filmed minutes will 
run about eight weeks. Bill Croke 

is the timebuyer. 


LEVER BROS. CO. 
(Ogilvy, & Mather, Inc., 
N . ¥.) 


New markets were bought and present 
ones renewed as DOVE soap set its 
1961 campaign, with. daytime and 
non-prime filmed minutes to begin at the 
first of the year and run 52 weeks. 

Art Topol is the timebuyer. 


Benson 


LEVER BROS. CO. 
(J. Walter Thompson Co., N. Y.) 


As are various Lever products, STRIPE 
toothpaste has lined up its 1961 schedules 
in a good-sized group of major markets. 
Day and night minutes on a flighted 
schedule of several-weeks-in, several- 
(Continued on page 58) 





Agency Activity 
In Los Angeles, Harmon (“Ham”) 
Nelson joined MacManus, John & 
Adams, Inc., as broadcast director, 
western division. Mr. Nelson was most 





recently broadcast director for Fuller 
& Smith & Ross, Inc., and held the 
same title at Stromberger, LaVene 
and McKenzie before that agency’s 
merger with F&S&R. 

Helen Lydon, who moved early this 
year to John W. Shaw, Inc., Chicago, 
as tv-radio director, returned to Clin- 
ton E. Frank, Inc., as business man- 
ager of the tv-radio department. 
broadcast depart- 
ment, the Shaw agency announced the 
appointments of Stuart Berg as tv- 


Expanding its 


radio production director, George Wil- 
cox as vice president and media di- 
rector and Murray as 


assistant tv-radio manager. Mr. Berg 


Maydawn 


previously was a commercial producer 
for Kenyon & Eckhardt; Mr. Wilcox 
was formerly media and _ broadcast 
supervisor at Leo Burnett Co., Inc., 
and Miss Murray was in charge of tv- 
radio trafic at Campbell-Mithun. 
Sue Perkins joined Krupnick & 
Associates, Inc., St. Louis, as execu- 
tive assistant to the creative director 
after serving in tv-radio production 
at D’Arcy Advertising Co., that city. 
Leonard Bridges, formerly an ac- 
count executive at Needham, Louis & 
Brorby, Inc., 
vice president and manager of the 


New York, was named 


newly opened Madison Avenue office 
of Potts-Woodbury, Inc., Kansas City. 
George Haight, senior vice presi- 
dent at M-E Productions, Hollywood, 
announced his resignation at year-end 
from the tv-radio affiliate of McCann- 
Erickson, Inc., 
duction work. 


to return to tv pro- 
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Profile - - 
Ww a timebuyer stands—in- 


side or outside the test-market 


conferences — is an issue bantered 
around the agency media depart- 
ments. Bill Beste, associate media di- 
rector at Batten, Barton, Durstine & 
Osborn, Inc., maintains, “In order to 
take best advantage of a timebuyer’s 
experience, he should be sitting in 
test-market discussions right in the 
beginning. 

“The timebuyer is, in many in- 
stances, in the best position to offer 
guidance on actual test-market selec- 
“With his intimate 
knowledge of local-market conditions 


tion,” he feels. 


and the manner in which media af- 
fect the conditions, he can be most 
helpful in the exploratory stages of 
test marketing. 

“As the test-marketing plans take 
shape,” the media director on Gen- 
eral Mills, Curtis Publishing, Dow 
Jones, Pepsi-Cola and other accounts 
adds, “the buyer should be contin- 
ually brought into these discussions. 
However, the media director and ac- 





BILL BESTE 





count people must be judicious in 
their use of the timebuyer’s services. 
They should give the buyer all the 
necessary information for intelligent 
planning without overburdening him 
with 


ings.” 


extraneous material or meet- 

In turn, the buyer has the responsi- 
bility of channeling local-market in- 
formation and opportunities to the 
proper personnel within the agency. 
“Media’s knowledge can assist deci- 
sions of other groups,” he notes. “For 
example, the creative department's 


efforts can be better developed if they 
are apprised of the current availabili- 
ties in terms of minutes, 20’s and 
ID’s.” 

Secrecy, an intrinsic part of a test- 
market operation, is another respon- 
sibility for the buyer. “Test-market 
selection, new product names or at- 
tributes, creative strategies, budgets 
and media strategies should not be 
discussed with anyone other than 
those directly involved with the op- 
eration,’ Mr. Beste stresses. “Often 
test-market schedules are ordered un- 
der other brand names of the same 
advertiser—to avoid leakage. 


“Watch 


neuvered by sales reps, agencies and 


leading questions ma- 


advertiser,” he advises. “For ex- 
ample, ‘I was talking to Nick and 
he said...” 
about ready now, isn’t it?’” 


Mr. Beste has been with BBDO for 


six years and 


or “Your product is just 


was with Benton 
He lives in 
Brookville, Long Island, with his wife 


and three children. Along with work- 


& Bowles three years. 


ing on his newly purchased home, he 
golfs and swims. 








WRGB 


puts your 
MESSAGE 


WHERE 
THE SALE 


BEGINS 




















Sales begin long 
before sales are 
made, and WRGB 


is there at 


the-outset in the 
homes (Sm and on 
the minds of the 


people & 
can translate your 


a who 


message into sales. 


Sales begin here, too, because 
more and more manufacturers 
are discovering the test-market- 
ability of this Northeastern New 
York and Western New England 
audience. The thousands of engi- 
neers, skilled workers, farmers 
and their families who live here 
represent a wide cross seetion of 
preferences and tastes. And, the 
metropolitan, suburban and rural 
nature of this market further 
gives you an excellent sampling 
of modern America’s living 
habits. But, what really makes 
sales begin here is that WRGB is 
the number 1 voice and picture 
in this area. Let WRGB place 
your message where sales begin. 
Contact your NBC Spot Sales 
representative. 


WwRGB 


CHANNEL 
A GENERAL ELECTRIC STATION 
ALBANY e SCHENECTADY © TROY 
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SUNPAPERS TELEVISION 
BALTIMORE 3, MD. 
Represented Nationally by 
THE KATZ AGENCY, INC. 
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Spot (Continued from page 56) 


weeks-out start early next month for the 
full year. Frank Marshall is the 
timebuyer. 


P. LORILLARD CO. 
(Lennen & Newell, Inc., N. Y.) 


Activity for the new year was on for 

the Lorillard brands handled by L&N 
(Grey Adv. handles SPRING and OLD 
GOLD Spin Filters), with various top 
markets getting light placements of 
night 20's to run 52 weeks. Sally Reynolds 
and Bob Kelly are the buyers on KENT, 
NEWPORT and OLD GOLD Straights. 


MILES LABORATORIES, INC. 
(Wade Adv., Inc., Chicago) 


At press time, there was a great flurry 

of ALKA-SELTZER action as the 
product moved into 50-100 markets for 
a year-end push. Evening and late-night 
minutes for two-three weeks involved 

extra budget funds, with the product's 
regular campaign to continue. Andy 
Anderson and Robert Jolly are the 

buying contacts. 


NESTLE CO. 

(Wm. Esty Co., Inc., N.Y.) 

Lining up selected markets for 1961, 
NESCAFE set moderate schedules of day 
and night filmed minutes to start the 
middle of next month and carry through 
until the end of the year. Phil McGibbon 
is the timebuyer. 


CHARLES PFIZER & CO. 
(Leo Burnett Co., Inc., Chicago) 


Prefacing the spring planting season, 
this firm’s agricultural chemicals and 
feeds start about 12 weeks of three to five 
spots per week in 20 midwestern farm 
areas such as Madison, Des Moines, etc. 
Minutes in and around news, weather 
and farm-topic programs are used. Don 
Carlson is the timebuyer. 


QUAKER CITY CHOCOLATE 
& CONFECTIONERY CO. 


(Bauer & Tripp, Inc., Philadelphia) 


As noted here Oct. 31, the first half of 
the fall-winter drive on GOOD °N 
PLENTY candy wound up at the holiday 
period, with a new 10-week campaign 

to kick off at the first of the year on 
about 20 stations in the top dozen eastern 
markets from New York to Chicago. 
“Choo-Choo Charley” and his animated 
friends are featured in filmed minutes 
spotted primarily in kid shows. Tv-radio 
director Elmer Jaspan is the contact. 


QUAKER OATS CO. 
(Compton Adv., Inc., Chicago) 


Implementing its continuing schedules 
on QUAKER and MOTHER’S OATS, 


the cereal company was reported adding 


prime-time 20's in selected markets. The 


filmed spots will begin running next 
month. Marcia O'Neill is the timebuyer. 


QUAKER OATS CO. 

(John W. Shaw Adv., Inc., Chicago) 
Plenty of activity here for mid-January 
starts on schedules for AUNT JEMIMA 
Corn Meal Mix in about 15 markets 


throughout the south. Four of the markets 
Mobile, Little Rock, Charlotte and 





Rep Report 

The first of the year will see several 
changes take place at Edward Petry 
& Co., with Junius Zolp of the rep- 
resentative’s Chicago tv department 
moving to St. Louis as office manager, 
and Rollin P. Collins of the Chicago 
radio department replacing Mr. Zolp 
on the tv staff. In addition, Jack 
Stahle, general sales manager of Kco 
Radio San Francisco, joined the Petry 
tv sales staff in that city. Mr. Zolp 
has been with Petry for eight years, 
previously having sold for NBC-TV. 
Mr. Collins was a salesman for sev- 
eral midwest radio stations before 
joining Petry last February. 

Rebert M. Fairbanks was named an 
account executive at CBS-TV Spot 
Sales, San Francisco, coming to the 
firm from KNXxt Los Angeles, where 
he was a member of the sales staff. 

Everett-McKinney added Richard 
Williams, previously a timebuyer at 
William Esty Co., as an account ex- 
ecutive. 

George Eckles was named manager 
and Irving Dierdorff a salesman in 
the Boston office of the Bolling Co. 
Mr. Eckles, in broadcasting for 20 
years, and Mr. Dierdorff, a 10-year 
veteran, have had considerable experi- 
ence in both New England station 
and agency work. 

Norman (Pete) Williams, who was 
a member of the sales staff of WNHC 
radio, New Haven, was appointed 
an account executive at Blair Tv As- 
sociates, New York. 











Tulsa—are new and will get about 15 

spots weekly for 10 weeks, then 10 or 
slightly less thereafter. Previous markets 
will run six to 10 spots per week, 

perhaps a few more in early weeks of 

the schedule. Daytime minutes and 20's 
will run for six to 26 weeks, depending 
on the area, with most schedules lasting 
about 16 weeks. Marilyn McDermott 

is the timebuyer. 


RED L FOODS CORP. 
(Smith/Greenland Co., N. Y.) 
Another sea-food processor getting ready 
for the Lenten period, RED L should 

start schedules in some six regular 
eastern markets early in February. 
Placements of taped minutes, 20’s and 
ID’s will continue about 10 weeks. Media 
director Les Towne is the buying contact. 


SCOTT PAPER CO. 
(J. Walter Thompson Co., N.Y.) 


Following procedure of the past few years, 
Scott comes in with a winter campaign at 
the first of the year in a couple of dozen 
top markets. Filmed minutes in day and 
late night slots and 20’s in prime periods 
will run for about 13 weeks. Gloria 
Mahaney, Joan Shelt and Marie Barbato 
are the buying contacts. 


SIMONIZ CO. 
(Dancer-Fitzgerald-Sample, Inc., 
y. FJ 

About 40 major markets reportedly get 
new schedules for SIMONIZ waxes to 
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begin at issue date and run 10 weeks. 
Day and night minutes are used. Peter 
Van Steeden is the timebuyer. 


STANDARD BRANDS, INC. 
(J. Walter Thompson Co., N. Y.) 


New placements for both instant and 
regular-grind CHASE & SANBORN 
start about mid-January for 13 weeks 

in some 45-50 top markets. Filmed 
minutes, 20’s and ID’s in daytime and 
prime evening slots will run. Helen Davis 
is the timebuyer. 


STERLING DRUG CO. 
(Dancer-Fitzgerald-Sample, 

Inc., N.Y.) 

Winding up schedules in top markets for 
Haley’s M-O and Phillips’ Milk of 
Magnesia at the end of the year, Sterling 
was reported placing for BAYER aspirin, 
with about 13 weeks of primarily night 


minutes to kick off at the first of January. Mine ; pe yr : 
Ron Bobic is the timebuyer. KPHO-TV-AM Phoenix was the host for 60 ad agency representatives from Los 


Angeles and San Francisco to give them a firsthand look at the Phoenix 
market. From left to right are Al Neely, McCann-Erickson; June Kirkpatrick, 
Honig-Cooper; Harriet Weigan, Hixson & Jorgensen; Bill Belcher, McCann- 





TAYLOR PROVISIONS CO. 
(S. E. Zubrow Co., Philadelphia) 


A regional meat processor who uses 





infrequent spot schedules in a few top Erickson. 
eastern markets for its PORK ROLL and ae ‘ 
other products, Taylor was noted as setting WANDER CO. l 1 a - B beer —_ of some 
six weeks of ID’s to start next week in se ‘ +p 52-week placements of night minutes and 
strong frequency. Yolanda Tini is the (Tatham Laird, ine. Chicago) 20's at the first of January, as renewals 
buying contact. The new vitamin-enriched candy bar are set in the usual areas. Nate Rind 
: from the maker of Ovaltine, SPORTSBAR, is the timebuyer. 
was tested last spring (Spot Report, ; a 
Agency Changes May 2) and reportedly will start a WILCO CO. 
lag limited spot campaign in mid-January. (Edwin C. Dunas Co., L. A.) 
Multi-million-dollar account moves Look for 13 weeks of placements in a Joining the rapidly growing spray-starch 
were in the news at year-end after a ae —, Broadcast ap veer field, BEAUTY-QUICK brand is currently 
brief pre-Christmas period of quie- = Loewe 5 Cae Degen contact. (Continued on page 64) 
ee ee WELCH GRAPE JUICE CO. 4—_ ————————= 
McCann-Erickson, Inc., replaces ; . a 
' tee: : (Richard K. Manoff, Inc., N. Y.) 
Grey Advertising Agency, Inc., next ; @ tS 
March 15 on the $2-million account Reportedly WELCH juices and jellies 
f Seated Mauka Cc begin a winter-time campaign at the end wy WLE 
cm me eens roadcasting Lo. of next month in selected major markets, 
Grey, which has handled NBC for with minutes and 20's running primarily SPRINGFIELD, 
seven years, will continue on the RCA in daytime slots for about eight weeks. | MASSACHUSETTS 
Wistar sunt dileien Shirley Weiner is the timebuyer. 
s » * HANO WER 
Hicks & Greist, Inc., added the con- 2LEBJANON 
A : ’ ’ T ~ if baa AA) 
solidated advertising of Endicott- WEST END BREWING CO. a 
Johnson Corp., shoe manufacturer (Doyle Dane Bernbach, Inc., N. Y.) 
that has been billing over $1 million, A year-round spot user in its upstate Cc 
with the account split among three New York and Pennsylvania markets, W 74 Ac] 


agencies. Winius-Brandon, Rumrill Peraae we 
Co. and Robert Aronson Associates 





Vl 

i ¢ & *KE "5 
shared the various E-J divisions pre- } Ctialel MM. /erarieporg 4 
viously. e 


cs 
Arnold Bakers, which shifted its | SH, : ° GREENFIELD 
$l-million billings earlier this year 
| 
| 
| 
| 





from Kudner Adv., Inc., to Allston- / MASS. 


Smith-Somple, Inc., moved again to Station, Network and + /errrsrigLo 


Donahue & Coe, Inc. P * ie) 
> ersonal Representativ rs 
Cott Beverage Corp. and its sub- ae eee tative WW « HOLYOKE 


sidiary, Mission of California, went |wwop' = Srmncreh.D 
to Ried] & Freede, Inc., N. J., after 
having been handled by John C. Dowd, 


representing 
KELO-TV, Sioux Falls, S. D. 





Inc., and Cohen, Dowd & Aleshire, KROC-TV, Rochester, Minn. 
Inc. Billings are about $600,000. KSBW-TV, Salinas, Calif. eHARTFOARD 

Young & Rubicam, Inc., Chicago, KSBY-TV, San Luis Obispo pthc ee 
was succeeded on the $200,000 ac- WIMA-TV, Lima, Ohio LUC Television homes 

) , . ‘ " | Bonus Coverage 

Fm & Kop Rew vk” | || WEBR-T Traverse City, wich.| HM woe po 39 

Sealy, Inc., switched its $600,000 WTOM-TY, Cheboygan, Mich. channel 
billing from J. Walter Thompson Co., 235 East 46th Street, New York 17, N. Y. | | T6P COVERAGE-ToP RATINGS 
Chicago, to Earle Ludgin & Co. PLaza 5-4262 SEE YOUR HOLLINGBERY REPRESENTATIVE 
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he received your message, 


and we're 
returning your call!’’ 


Response — response at the point-of-sale: 
that’s what you want when you advertise, 
that’s what you get when you advertise in 
Television Age! And here’s why: Television 
Age is 100% television. It talks television in 
the most comprehensive terms to the people 
who think of television as their prime busi- 
ness. It adds up to just one more good 
reason why Television Age means business 
for you. And so this fact is clear, if you 


are in TV, you belong in Television Age. 
the climate is compelling 











COLUMBUS 
3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 








ARB City-by-City Ratings October 1960 








1. Huckleberry Hound (Screen Gems) 

WTVN-TV Thu. 6:30 eaeuue we Males ai 26 
2. Mike Hammer (MCA) WBNs-TV Sat. 1¢:30 25 
3. Sea Hunt (Zv-UA) weNs-TV Mon. 7:30 23 
4. Whirlybirds (CBS) wtvn-tv Thu. 7 22 
5. Rescue 8 (Screen Gems) WTVN-TV Tue. 7 21 
5. Bugs Bunny (UAA) wtvn-tTv Tue. 7:30 21 
6. Quick Draw McGraw (Screen Gems) 

Wevm-Sv Tem 6:S0 2.20. .crcccwcccss 20 
7. Weody Woodpecker (Burnett) WTVN-TV 

Wed. O2B8 .acee<s ‘ eeectes o 33 
7. Pony Express (CNP) WTVN-TY Wed. 7 17 
8. Casey Jones (Screen Gems) WTVN-TV 

Bom. G6s8Q ..cccccccveces 16 
8. Death Valley Days* (U.S Sana 

WBNS-TV Thu. 9 ...... eens 16 
8. The Vikings (Ziv-UA) wTrvN-Tv Sun. 6 tan 
9. Tombstone Territory (Ziv-UA) wuw-o Wed. 7 .15 
10. This Man Dawson* (Ziy-UA) WBNS-TY 

Thu. $ e ‘ eter wee a ee ee 14 
10. Silent Service (CNP) wtvn-tv Fri. 7 14 

TOP FEATURE FILMS 
1. Shirley Temple Theatre* W5NS-TV 

Bam. BsBO-B .cccccccesscvesccces 13 
2. Lex Mayers Theatre WTVN-TV 

Sun. 10:30-12-15 a.m 9 
3. Armchair Theatre WBNS-TV 

Fri. 11:15-1:15 a.m & 
4. Armchair Theatre WBENs-TV 

Thu. 11:15-12:30 a.m T 
5. World’s Best Movies WTvVN-TV 

TE, BEERINS GA ccctcbeccccescoscneuss 6 

TOP NETWORK SHOWS 
1. The Real McCoys WTVN-TV ...... 39 
2. Gunsmoke WBNS-TV .......----se0085 .37 
3. Have Gun, Will Travel WBNS-TV .......... 35 
3. The Untouchables* WTVN-Tv 5 
4. My Three Sons WTVN-TV 3 
5. Red Skelton wWBNS-TV 
CG. Rawmem WEVN-EV ..cccccces 
7. Wagen Train wLw-c : 
7. 77 Sunset Strip WTVN-TV ..........eee0:- 30 
8. Maverick WTVN-TV ......... 29 

MIAMI 
3-Station Report 
(four-week ratings) 

TOP SYNDICATED FILMS 
1, Sea Hunt (Ziy-UA) wrvs Fri. 7 ..........32 
2. Huckleberry Hound (Screen Gems) WOKT 

Be ST snccceccccces bcaen wage 
3. This Man Dawson (Ziv-UA) wtvs ‘Sat 7 25 
4. Death Valley Days (U.S. Borax) wtvs 

Be. CBO cc ccccescewnesresecccccsccccses 2 
5. Shotgun Slade (MCA) wtvs Mon. 7 ooeedd 
6. Manhunt (Screen Gems) wokT Wed. 7 21 
6. U.S. Marshal (NTA) wtvs Sat. 10:30 21 
7. Woody Woodpecker (Burnett) wcokT Mon. 7 .20 
7. Twa Faces West* (Screen Gems) wtvs 

WOE. FT nccccccccccscccccccccccccccccess 20 
8. Quick Draw McGraw (Screen Gems) 

PUT Bee, Fcc ce ceccccccccsccccccesses 19 
8. Trackdown (CBS) wrvs Thu. 7 ..........-. 19 
9. Johnny Midnight (MCA) wokT Fri. 8:30 ..14 
10. Bugs Bunny (UAA) wrest Tue. 7:30 ...... 13 
10. Gray Ghost* (CBS) wokT Sun. 6:30 ...... 13 
11. Jeff’s Collie (ITC) wrvy Sat. 9 .......... 12 
11. Walter Winchell File (NTA) wpst 

Bam. BOSS cccccccsccvccccccvecvcesccese 12 

TOP FEATURE FILMS 
1. Big Show wivy Tue. 7-8:30 ............. 27 
2. Hollywood Special WoxT Fri. 7-8:30 ........ 24 
evens MOU I, ED new icccccccccsesses 21 
4. Cloud 7 Theatre WOKT Sun. 4-6 .......... 13 
5. Dungeon WCET Sat. 5-6:30 ............0-- 11 

TOP NETWORK SHOWS 
1. Have Gun, Will Travel WTVZ ........cccccee 44 
Re ED WEN occenideccescecccescecces 39 
Pee Se WE eoccccncccsceccccsctes 35 
ee De OOD. ciccecdcccccccecensed 34 
ee CE ED scesetccccsscesisatces 33 
ee SE” “WUE ce ccvcccccvecceves 32 
Cee Gn NU ccc asccccseccecseces 32 
a ee ee Oe Se GOED 6c cc kcwcccecesss 31 
Be ED WERUS wo weeessccscucsvctccvesscseee 29 
GS. TR BaMBee WEE ccccccccccccccccccccess 29 


% Includes World Series 


“Indicates programming changes during four-week 


period. Ratings for one week are given. 


62 December 28, 1960, Television Age 


oo co) 


o 


~ 
~ 


~ 


aww 


SAOonnh wr 


. Roy Rogers (Roy Rogers Synd.) KTrvT Wed 6 


- Peter Gunn WFAA-TV 


. What’s My Line KRLD-TV 


DALLAS-FT. WORTH 


3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


Desth Valley Days (U.S. Borax) 

KRLD-TV Sat. 9:30 ncccccccccccescscess 30 
. Pony Express* (CNP) KRLD-Tv Thu. 8 19 

Bugs Bunny (UAA) wPRAA-Tv Tue. 6:30 ....17 

Frontier* (CNP) wsBap-tv Thu. 9:30 ......16 
. The Brothers Brannagan* (CBS) 

WRR-Oe TR. DtOO vans s.ccccccccceecsss 15 

Quick Draw McGraw (Screen Gems) 

MEVE Tun. ©] ccccccocccescdsscvedecces -14 
- Sea Hunt (Ziv-UA) WFAA-TV Fri. 10:30 ...12 
. Huckleberry Hound (Screen Gems) 

MEVE Tim. 6 nn ccccccccccrsccscccccccces 11 
. Danger Is My Business %* (C NP) 

wear-tv Gum. 12:36 ....ccccccccsccesecs 11 


. Shotgun Slade (MCA) KRLD-TV Tue. 6:30 ..10 
10. 
10. 
11. 


Woody Woodpecker (Burnett) KTvT Mon. 6 .. 8 
Coronado 9 (MCA) wRAP-TV Wed. 930 .... 8 
Tombstone Territory (Zivy-UA) 

WHOA-BE BEM. BOBS ccccvccsccscccoceces 7 


. Rough Riders* (Ziv-UA) Wraa-TV 


Tue. 10:30 


a4 


TOP FEATURE FILMS 





. Saturday Matinee* wraa-Tv Sat. 3:15-5 ....14 
. Sunday Showcase % WBAP-Tv Sun, 1: 3 ..12 
. Feature Movie* ERLD-TV Sun. 1-4 .......... 7 
sold Award Theatre KTVT Sun. 4-6 ........ 7 
. Western Theatre* KRLD-TV Sat. 8-9 am. .. 6 
TOP NETWORK SHOWS 
pe SRS oc cscudeencsvetesoseses 40 
- Have Gun, Will Travel KRID-TV seseweee 
Ween Beate WRARHSE cccccccccccccce 
Bp GEER RMEB-EU nc ccccccccces 
77 Sunset Strip WFAA-TV .......... 


The Real McCoys wraa-Tv 

















8. Red Skelton KRLD-TV ........... 
8. The Untouchables* wraa-Tv 
S. Bedel WRASSE ccccccccccccsss 
MILWAUKEE 
4-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
1. Rescue 8 (Screen Gems) wrMs-Tv Thu. 8 
1. Manhunt (Screen Gems) wWrmMs-Tv Thu. 9:30 
1. Phil Silvers (CBS) wrms-tv Sun. 9:30 
2. Shotgun Slade* (MCA) wTMJ-TV Mon. 9:30 
2. Championship Bowling % (Schwimmer) 
WUT OF BUR. BD ccccacsccceasscccescoecs 21 
3. Sea Hunt (Ziv-UA) wisn-tTv Thu. 9:30 ....20 
4. Johnny Midnight (MCA) wiIsN-TVv Mon. 9:30 .19 
4. Bugs Bunny* WISN-TV Tue. 6:30 ..19 
5. Death Valley Da 1.8. Borax) 
WR EY GR, BiOO. 5 caw cctiewsaccinaes 18 
6. Four Just Men (ITC) wrms-tTv Sun. 10:15 .16 
7. Border Patrol (CBS) wrms-tv Thu. 10:15 ..15 
7. Assignment Underwater (NTA) 
eS Sa et ee Pree 15 
7. Coronado 9 (MCA) wISN-Tv Sun. 9:30 ....15 
8. Blue Angels (CNP) witTi-Tv Tue. 10 ...... 14 
8. San Francisco Beat (CBS) witi-Tv Sat. 6 ..14 
8. Three Stooges (Screen Gems) 
ET Fs ES vnc iesccsecséeesceceees 14 
TOP FEATURE FILMS 
1. Star Award Theatre % WTMJ-TV Sun. 1-3 ..23 
2. Saturday Night Theatre wrmMs-tTv 
ek BOOS Te cddanecawisdcds vécceses 22 
3. Late Show witi-Tv Sat. PORES acccese 13 
4. Big Movie wisN-Tv Fri. 10:45-12:15 ...... 10 
5. Big Movie wIsN-TV Mon. 10:45-12: 7 
5. Big Movie wisN-Tv Wed. 10:45-12:30 a.m. . 7 
TOP NETWORK SHOWS 
1. 77 Sunset Strip wisN-Tv eee -40 
2. Have Gun, Will Travel wiTI-Tv ............38 
3. The Real McCoys WISN-TV ........cccceee: 36 
3. The Untouchables* WISN-TV ........eeee0% 36 
4. The Flintstones WISN-TV ...........ceeee0% 33 
4. Gunsmoke WITI-TY 
5. Boniunza WTMJ-TV 
6. Wagon Train WTMJ-TV 
6. Hawaiian Eye WISN-TV 
GT. Dasfalde © WIBN-TV .ccccccccccccccccevcee 
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DETROIT 
4-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


Huckleberry Hound (Screen Gems) 


GUEST The, F icncccocccccccccveces .26 
Sea Hunt (Ziy-UA) wWsBK-TV Sat. 10:30 ..22 
. Divorce Court (KTTV) wWsek-Tv Tue. 7 1 
. Woody Woodpecker (Burnett) CKLW-TV 
Wes Oe ass cedex eccoscees 19 
. Quick Draw McGraw (hana Potcae 
GREA-SV Dees. S2BO .ccccccccscccccccccs 17 
. Blue Angels (CNP) wsBkK-Tv Sat. 7 .16 
Popeye (UAA) CKLW-TV M-S 6 — | 
Bugs Bunny (UAA) wxyYz-Tv Tue. 7:30 14 
. Tombstone Territory (Ziy-UA) wxyz-Tv 
BB cawewcteccvccessseuracs ~ 13 
U.S. Marshal (NTA) wsBK-Tv Fri. 8 ...... 13 
. Bold Journey % (Banner) WWJ-TV 
Bum. 1:80 ..wcccccccccccscccsscccscccece 13 
. Rescue 8 (Screen Gems) wxyYz-Tv Sun. 6 . 
Brave Eagle (CBS) OKLW-TV Mon. 6:30 -1l 
William Tell (NTA) CKLW-TV Thu. 6:30 ....11 
Highway Patrol (Ziv-UA) wsBK-Tv Sat. 6:30 .11 
TOP FEATURE FILMS 
. Million Dollar Movie CKLW-TV 
Gem. B:BO-5380 2. ccccccccccceces 14 
- Million Dollar Movie CKLW-TV 
TR, TIBOD oc cccccvccessececses 13 
Million Dollar Movie OKLW-TV 
i BOWS ccccecdsucctvacs eee -1l 
Sunday Matinee % Wws-TVv Sun. 2:30-4 -ll 
Kennedy Showtime CKLW-Tv Sun. 1-3:30 8 
. Million Dollar Movie OKLW-TV 
Wed. T2BO-9 2. cccccccccccccccccscess 6 
TOP NETWORK SHOWS — 
77 Sunset Strip WXYz-Tv ......... .38 
Have Gun, Will Trayel WJBK-TV .38 
The Untouchables* WXYZ-TV ....... 37 
Tee Ti WEY. coc ckc006icesesees 34 
Gememahe WIBE-TV 2. ccccccccssescccccces 3 
Se WUD noc 0008 scenes scocnsesecese 32 
Surfside 6 WXYZ-TV .....006-seecssececece 29 
Hawaiian Eye WEYE-TV .... 2... cc cccccccces 28 
The Price Ie Bight WWI-TV . nce cccccccccce 27 
Maverick WEES-TV ..cccccccccccccccccces 26 
Candid Camera WIBK-TV ......-.sseeeeeee8 26 
MINNEAPOLIS-ST. PAUL 
4-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
- Death Valley Days (U.S. Borax) woco-Tv 
BOR, DiOO ciccccccceccccccseatossces -25 
. Huckleberry Hound (Screen Gems) 
WOGS-SU Ten. OtB0 ..cccccccccnsccscccves 20 
Border Patrol (CBS) KsTP-Tv Thu. 9:30 .13 
Sea Hunt (Ziv-UA) wTcNn-Tv Tue. 9:30 .12 
Ramar of the Jungle* (ITC) woco-Tv Sun. 3 .12 
. Roy Rogers (Roy Rogers Synd.) woco-Tv 
Gat. BE BM. ccccccvcccccccesccsccccese 10 
Manbunt (Screen Gems) KSTP-TV Sat. 10:30 .10 
Grand Jury (NTA) woco-tTv Tue. 7 es 9 
Looney Tuners Club (UAA) KMSP-TV M- F 6 9 
The Play of the Week (NTA) KSMP-TV 
Blom. 8:30 2. ncccccccccccccccncccccscces 8 
Bugs Bunny (UAA) wTcNn-Tv Tue. 6:30 8 
Championship Bowling (Schwimmer) 
ROTP-TV Bat. S ... .ccccccccesccvcccccenee 8 
. Not For Hire (CNP) woco-Tv Tue. 10:30 7 
Jet Jackson (Screen Gems) KMSP-TV 
SE i. EPPrrvrrrrerer rier errs rie tT T 
Sheriff of Cochise (NTA) KMspP-Tv Sat. 8 7 
Case of the Dangerous Robin* (Ziy-UA) 
RSTP-TV Bat. 9°30 ....ccccccccccccecseses 7 
Badge 714 (CNP) KsTp-Tv Sat. 11 ........ 7 
TOP FEATURE FILMS 
9 O'Clock Movie KMsP-TV Wed. 9-10:30 . 2 
Critics Award woco-Tv Sat. 10:30-12 mid. 10 
9 O’Clock Movie KMsP-Tv Wed. 9-10:30 9 
Gold Award Theatre WCco-TV 
Fri. 10:30-12:15 a.m. ...cceeecccccccees 7 
9 O'Clock Movie KMsP-TV Tue. 9-10:30 7 
TOP NETWORK SHOWS 
Gunsmoke WCOCO-TV ...... cece eeeeeeecces 35 
The Real McCoys WTON-TV ........esceee 34 
Have Gun, Will Travel wCoo-TV ...........34 
Candid Camera WCCO-TV .....ceeeeseecceee 33 
TT Gancet Givin WCH-TV .ncccccccccccsce 30 
Garry Meeke WOOO-ETU .ccccccccseccessece 29 
U.S. Steel Hour® WCOCO-TV ..........000% 28 
The Untouchables* WTON-TV ........+0+-++ 28 
What’s My Line WOCO-TV .........e00020. 28 
Me@ Gholtem WOCO-TV 2... cccccscccccess -26 
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. Gunsmoke KHOU-TV ...... 
. Wagon Train KPRO-TV 
. Bonanza KPRO-TV 
. Have Gun, 


. Surfside 6 KTRK-TV 
. Rifleman 


. Lawman KTRK-TV 


ARB City-by-City Ratings October 1960 


HOUSTON 


3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


. Bugs Bunny (UAA) ETRK-Tv Tue. 6:30 22 
. Coronado 9 (MCA) KHOU-TV Sat. 9:30 ....21 
. Shotgun Slade (MCA) KHOU-TV Thu. 8 19 
. Whirlybirds (CBS) Kuou-Tv M-S 6 ...... 17 


. Manhunt (Screen Gems) KTRK-TV Tue. 9:30 .16 
. Blue Angels 
. Mike Hammer (MCA) KTRK-TV Tue. 10 ....15 


(CNP) KpRo-Tv Sat. 6 


Sea Hunt (Ziy-UA) kpro-Tv Fri. 10 ...... 14 
. Death Valley Days (U. S. Borax) 

ETRK-TV Mon. 10 ..cccccccccesesccceces 13 
. Popeye (UAA) KTRK-TV Sat 9 a.m. ........ 13 
. Walter Winchell File (NTA) KTRK-TV 

Bum. O280 ..cccccccccccscccccesccccccses 13 


. U. 8. Marshal (NTA) KpRo-Tv Mon. 9:30 ..12 
. Highway Patrol (Ziv-UA) KPpro-Tv Tue. 10 ..12 


Lock Up (Ziv-UA) Kpre-tv Wed. 9:30 ....10 
Jim Backus Show (CNP) Kpro-tv Thu. 9:30 .10 
Case of the Dangerous Robin* (Ziv-UA) 

KPRO-TV Sat. 9:50 


TOP FEATURE FILMS 


. MGM Theatre KpRo-Tv Sat. 10:30-11:30 ...11 
Sunday Matinee* KTRK-Tv Sun. 1:30-2:30 ..11 
Early Show KHOU-TV Sat. 4-6 ........20.- 10 
Early Bird Theatre KTRK-TV Sun. 9-10:30 ..10 
Early Bird Theatre KTRK-TV Sat. 7:30-9:15 . 9 

. MGM Theatre KPro-Tv Sat. 1-2:30 ........ 9 

. Academy Award Theatre KHOU-TV 
Bat. 20-22536 Om. .cccccccccccesccsccces 9 


TOP NETWORK SHO 






Will Travel KHOU-TV 
77 Sunset Strip KTRK-TV 


|, 
The Real McCoys KTRK-TV 
Mawalien Bye ETBE-SV .nccccccccccescecs 


SACRAMENTO-STOCKTON 
3-Station Report 
(four-week ratings) 

TOP SYNDICATED FILMS 


1. Coronado 9* (MCA) KROA-TV Thu. 7:30 ...25 
2. Sea Hunt* (Ziv-UA) Kora-Tv Thu. 8 ....... 23 
3. Tombstone Territory (Zivy-UA) 

MORA-TV, Tee. TF ccccccccccccccces eccces 22 
3. Assignment Underwater (NTA) KXxTv Tue. 7 .22 
4. Bugs Bunny (UAA) Kove Tue. 7:30 ...... 20 
5. Quick Draw McGraw (Screen Gems) 

MORA-BV Mam. 6 nncccccvesccsccicccccece 19 
5. Huckleberry Hound (Screen Gems) 

BORA-TU The, 6 wccccccccccccsscccesecs 19 


Qanw 


oo 


> ewn e 


a Parmraswauns wn he 


. Shotgun Slade* 


. Feature Film Kora-Tv Sun. 3:30-6 ... 
. Academy Theatre KxTVv Sat. 
. Evening Movie KxTv Sat. 5:30-7 9 
. Kxtv Film Classic KxTv Sun. 3- 
. Feature Theatre* Kove Sat. 2:30-4 


. Gunsmoke KXTV 


. Wagon Train KORA-TV 
. Perry Mason* 
. Chevy Show KCRA-TV 
. Alfred Hitchcock KORA-TV 
. Maverick KOVR ...... 


. Danny Thomas* KxTv 
. The Flintstones Kove 


. Bob Hope* KoRA-TV 


- Manhunt (Screen Gems) KORA-TV Thu. 7 ..19 
. Rescue 8 3 


(Sereen Gems) KCRA-TV Mon. 7: 


. Woody Woodpecker (Burnett) Kora-TVv 

Web. 6 cvcccceces weccccccccccccs eccccelS 
. You Asked For It (Crosby/Brown) 

MGRA-BT GER. 6 cccsccesesscccccsesscese 18 
- Two Faces West (Screen Gems) 

moma-Sv Web. F .ccccccccccnssecccescses 16 
- Death Valley Days* (U. S. Borax) 

Eeev Wed. 8 scwsccscvcccsccecsss rrrre o) 
- The Vikings (Ziv-UA) KxTv Fri. 7 ...... 15 


(MCA) Kora-tv Fri. 7 ....14 


TOP FEATURE FILMS 
cooceld 
10:30-1 a.m. ..11 





TOP NETWORK SHOWS 


eee eeececececcceseesececedl 


Have Gun, Will Travel KxTV 







KETV cccccccerccccccsscces 


Ed Sullivan KxTv .. 
Pete and Gladys KXTV 


77 Sunset Strip Kove ..... 


INDIANAPOLIS 
4-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 








1. Death Valley Days (U.S. Borax) 

WISH-TV Bat. FT ..ccccccccccccccccccessess 29 
2. Shotgun Slade (MCA) wiw-1 Wed. 7 ..... 22 
3. Huckleberry Hound (Screen Gems) 

WEW-2 Mom. 6280 .ncccccccessecsecccses 20 
4. Bugs Bunny (UAA) wiw-1 Tue. 7:30 ...... 19 
5. Quick Draw McGraw (Screen Gems) 

WEW-E Wed. 6:30 .nccccccccrcccccccccces 17 
5. Blue Angels (CNP) wiw-t Fri. 7 .......- 17 
6. Pony Express (CNP) wiw-1t Mon. 7 ...... 16 
6. U. S. Marshal (NTA) wisH-tTv Tue. 7 ....16 
6. Whirlybirds (CBS) wisH-tv Sat. 6:30 ....16 
7. Sea Hunt (Ziv-UA) wiw-t Thu. 7 ....... 15 
8. Woody Woodpecker (Burnett) wiw-1 

FUR. GrBO ccccccccscccceseccccscoccecee 13 
8. Silent Service (CNP) wiw-1 Sun. 6 ........ 13 
9. Highway Patrol (Ziv-UA) WwrBM-Tv 

Bat. 20280 wccccscccccccdcasccevesececes 2 
10. Border Patrol (CBS) wisu-tv Sat. 10:30 ...11 
10. This Man Dawson (Ziy-UA) wreM-tTv 

Tm. 20580 caccccsvcccccseecsecesineces 11 
10. Coronado 9* (MCA) WrEM-Tv Mon. 10:30 .11 

TOP FEATURE FILMS 
1, Cowtoy Theatre wreM-Tv Sat. 9-10 am. .... 9 
2. Saturday Theatre wisuH-Tv Sat. 2-4 ........ 6 
2. Late Show wisu-Tv Sat. 11:15-1:15 a.m. .... 6 
3. Gold Cup Theatre wiw-1 Tue. 

BRSES-2sBO OM. ccccccccccccccccccscccess 5 
3. Gold Cup Theatre wiw-1 Fri 

BR Seeresee. GRR 6050400008000000000%05%0 5 
3. Late Show wisH-Tv Fri. 11:15-2:15 a.m. .... 5 

TOP NETWORK SHOWS 
1. The Real McCoys wiw-1 
2. Wagon Train WFBM-TV ...... 
3. Gunsmoke WISH-TV ......... 
ee SD WN oo asscancbdncneecackoe 
4. Have Gun, Will Travel wisH-Tv ........ +34 
O Fe: Se Ge WD ce weavessnacacesae 
6. Andy Griffith wisH-Tv ..... 
6. My Three Sons WLW-I ....... 
6. Candid Camera WISH-TV ........+0.+ 
7. The Untouchables* wiw-1 
SAN DIEGO 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
1. Manhunt (Screen Gems) KrMB-TVY Tue. 7 ...27 
2. Sea Hunt (Ziv-UA) KrmB-tv Thu. 7 .......25 
3. Assignment Underwater (NTA) 

BPUP-SY Gh. FT cccccsescocssccccccecssa 24 
4. Tombstone Territory (Ziv-UA) 

SIGS es Nace ees wena swssbunecoasen 21 
4. Death Valley Days (U. S. Borax) 

MOMMY Bes. SOO 0c cvcwces ceccccecdese 21 


1 
1 
1 


wo 


coon 


. Coronado 9 
}. Royal Canadian Mounted Police (CNP) 


. Roy Rogers 


0. 


(MCA) kKrMpB-tTyv Sat. 10:30 ...20 


mpere-ee Tim. C200 cwcccccccescdveccccses 18 
. The Californians (CNP) Krmb-tv Sat. 6:30 .17 
Interpol Calling* (ITC) xrmn-tv Fri. 8 ..14 


(Roy Rogers 


Synd.) 


xnrv M-F 6 





Shotgun Slade (MCA) xKrsp-tv Wed. 7 ...12 
0. Pony Express (CNP) krsp-tTv Fri. 7 ..... 12 
1. The Brothers Brannagan (CBS) 

mpen-Sv The. FT .ncccccccccccesveccceses ll 
2. Bugs Bunny (UAA) xetrv Tue. 7:30 ...... 10 
2. Amos ’n’ Andy (CBS) xetv M-F 6 ...... 10 

TOP FEATURE FILMS 
1. Movie Spectacular* kKrsp-Tv Mon. 9-11 ....13 
2. Million Dollar Movie KFMB-TV 


wo 8 oy 


oP PAs One wurr 


. Gunsmoke 
. Wagon 


. 77 Sunset Strip xetTv 


. The Real McCoys xETV 
. Ed Sullivan KFrMB-Tv 


. The Price Is Right KFrsp-Tv 
. Bachelor Father Krsp-TVv 
. Candid Camera KFMB-TV 


Sun. 3-4:30 


° 
. Million Dollar Movie KrmMB-Tv Sat. 1:30-6 .. 8 
. Adventure Theatre KFMB-TV Sun. 8 
. Hour of Stars XETV 


1-2:30 


Sun. 5:30-6:30 


TOP NETWORK SHOWS 
KFMB-TV 
Perry Mason* KFMB-TV 
Train KFsp-TV 
Have Gun, Will Travel 









KFMB-TV 


Checkmate KFMB-TV ...... 


G. E. Theatre* KFMB-TV 


MEMPHIS 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


1. Shotgun Slade (MCA) wreo-Tv Sat. 9:30 ...32 
2. Bugs Bunny (UAA) wueg-tTy Tue. 6:30 oon 
2. Meet McGraw (ABC) wueq-tv Sun. 9:30 ..21 
3. Amos ‘n’ Andy (CBS) wreo-tv M-F 6 ....20 
3. Sea Hunt (Ziy-UA) wheq-tTvy Thu. 9:30 ..20 
3. Court of Last Resort (ABC) wnreo-tv Sat. 6 .20 
4. Tombstone Territory (Ziv-UA) wueo-Tv 

Tue. 9:80 .nccccccccccccseccccccesscces 14 
5. Whirlybirds* (CBS) wreo-tv Tue. 6:30 . 12 
5. Three Stooges (Screen Gems) wmor 

Gk. TSO BM. ccccccsccsscccccccss ccoold 
6. San Franciseo Beat (CBS) 

WHEQ-TV M-F 6 ......... oc cccesecees 11 
6. Coronado 9* (MCA) wmoTr Mon. 9:30 ....11 
6. Rescue 8 (Screen Gems) wmor Thu. 9:30 ..11 
6. Popeye (UAA) wHeq-Tv Sat. 10:30 am. ...11 
7. Manhunt (Screen Gems) wmct Wed. 9:30 .. 9 
8. Little Rascals (Interstate) wHng-Tv 

Gat. 0:30 O.m. ccccoccccccses cocccceces © 

TOP FEATURE FILMS 
1. Shirley Temple Theatre wrec-Tv 

Gat. G8OB6 .cccccccceccsces coooe 
2. Early Movie wreo-Tv Sat. 3:15-4:45 coven 
3. Late Movie wreo-Tv Fri. 10-11:30 
4. Million Dollar Playhouse wreEo-Ttv 

ek, SOGRUES. wdsvascdcseces eccsecese 15 
5. Late Movie wrec-Tv Sun. 10-12 mid. ....10 
5. Mystery Theatre wreo-rv Sat. 1-2 ........10 
5. Late Show wueq-tv Fri. 10-12 mid. ......10 


TOP NETWORK SHOWS 


i. Have Gun, Will Travel wReo-Tv ....... 45 
2. Gunsmoke WREO-TV .....ceseeccsscececees 43 
3. 77 Sunset Strip wueq-TV ...... 35 
4. The Untouchables WHBQ-TV ..... .32 
4G, Tae WHEY cccccccccccccccccccess 32 
5. Hawaiian Eye WHEQ-TV ....... -31 
6. Maverick WHEQ-TV ..nccccccccccccccccccs 30 
FT. Rebel WHEG-BV .ccccccccccccccecccsces -28 
7. The Islanders WHBQ-TV ....sssseeeeeveee 28 
©. Gartelde 6 WHR EV cccccccccccccesceses 27 
8. The Real McCoys WHBQ-TV .........0+s05- 27 
8. Checkmate WREO-TV 2... ..eeeeceecceecsees 27 
WICHITA 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
1. Bugs Bunny (UAA) KAKE-TV Tue. 6:30 ....29 
2. Coronado 9 (MCA) KAKE-TY Mon. 9:30 ...24 
3. Blue Angels* (CNP) Kake-TV Thu. 6:30 ..22 
3. U. S. Marshal (NTA) KTvH Sat. 9:30 ....22 
4. Quick Draw McGraw (Screen Gems) 
MARB-TV Mom. 6 .ncccccscccccccccsscces 20 
4. Huckleberry Hound (Screen Gems) 
MAMB-EV The. 6 .cccccccccscccccceces 20 
5. Woody Woodpecker (Burnett) 
KAKB-TV Wed. 6 ........-20000% ° «+18 
6. Tombstone Territory (Ziv-UA) 
KARD-TV Thu. 9:30 ......-20+sceeeecccese 14 
7. Death Valley Days (U. 8S. Borax) 
RMame-ev The. 9280 .....ccccccccses 13 
8. San Francisco Beat (CBS) KARD-TV 
Bem. BOsIS coccccccccccceces 10 
9. Championship Bowling* (Schwimmer) 
BARB-TV Bat. 4 .ncccccccccccccccccccece 9 
9. Polka Parade (Paramount) Kake-Ty Sat. 6 .. 9 
9. Trackdown (CBS) Karp-Tv Sat. 9:30 ...... 9 


10. Cannonball (ITC) Karp-Tw Sat. 10:15 .... 8 
10. Home Run Derby* (Ziv-UA) 
KTVH Tue. 6:30 .......ceeeeeeees as 8 
TOP FEATURE FILMS 
1. Gold Award Theatre KAK®B-TV 


Sat. 10:30-12:515 am. .....cceecceces-eekS 
Nightwatch KAKB-Tv Fri. 10:30-12:45 a.m. .14 





° 
3. Gold Award Theatre KAKP-TV Sun. 12:30-2 ..10 
4. Nightwatch KAKB-TV Sun. 10:30-12:15 am. . 8 
4. Daywatch KAKE-TV Sat. 8:30-10 a.m. ...... g 
TOP NETWORK SHOWS 

1. The Real McCoys KAKE-TV .......--seee0: 38 
1. 77 Sunset Strip KAKE-TV ......-..seeeeees 38 
1. Gunsmoke KTVH 

2. Rifleman KAKE-TV .. 35 
2. Wagon Train KARD-TV .......+-seeeeeeeee 35 
3. Lawman FAUEB-TV 2... cece scceececceeeess 33 
4. Adventures in Paradise KAKE-TV ......+«++ 32 
4. Red Skelton KTVH .......0sceeeseceeees 32 
4. The Untouchables* KAKE-TV .....----0006: 32 
5. Hawaiian Eye KAKE-Tv 

5. My Three Sons KAKE-TV 

5. What’s My Line KTVH 
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Personals 


FRANCES TRESILLO, timebuyer, 
left Rockmore Co., New York, and is 
presently traveling in Europe. Prior 
to Rockmore, Miss Tresillo was a 
timebuyer at Stephen Goerl Associ- 
ates. Replacing her is JOAN DOMI- 
DION, media buyer. Miss Domidion 
moved from Needham, Louis & 
Brorby, where she was a media as- 
sistant on Scovill and various accounts. 

There are four appointments at 
Doherty, Clifford, Steers & Shenfield, 
Inc., New York: KENNETH S. OL- 
SHAN, RICHARD OLSEN and 
JOHN S. ROTHSCHILD were pro- 
moted to assistant media supervisors, 


ROBERT WIDHOLM to broadcast 





MR. WIDHOLM 


media supervisor. Mr. Olshan is super- 
vising Cutex, Wiedemann beer and 
other accounts. Mr. Rothschild left 
Batten, Barton, Durstine & Osborn, 
Inc., in 1958 for DCS&S and is han- 
dling Triumph Motors Co., some 
Bristol-Myers products and _ others. 
Mr. Olsen, who works on Eastman 
chemical products, Jax beer and 
others, came to DCS&S in March 
from William Esty Co., Inc. Promoted 
from head space buyer, Mr. Widholm 
will handle Ipana, Minute Rub and 


others.. He came to DCS&S in 1956 
from Lennen & Newell, Inc. 
MALCOLM C. CHOATE joined 
Culver Advertising, Inc., Boston, as 
media and research director. 
At McCann-Marschalk Co., New 
York, JOHN J. MESKIL was ap- 





MR. MESKIL 


pointed media director in charge of 
all media accounts, including Coca- 
Cola Bottling Co. of New York, Tennes- 
see Brewing Co. and National Lead 
Co. He was raised from associate 
media director. 

GROVER H. LOGAN was elected 
media director of the Hazard Adver- 
tising Co., Inc., New York. He was an 
account executive. 

At Benton & Bowles, New York, 
FRANK DEWEY and JERRY KOF- 
FLER were named assistant time- 
buyers. Mr. Dewey, who was an esti- 
mator on Norwich Pharmaceutical 
Co., is working on Yuban ground cof- 
fee with assistant timebuyer STEVE 
SILVER. Working with PAT SHAN- 
NON, assistant timebuyer on Yuban 
instant coffee, Mr. Koffler was pre- 
viously a broadcasting analyst. ALAN 
YOBLON is the senior buyer on the 
Yuban account. He replaced TOM 
KOHLER (Personals, Oct. 31). 








WAGA-TV Editorials 


Since May of this year waca-tv Atlanta has had an editorial policy 
as part of its regular program schedule. 
the official position of the station is broadcast twice each weekday, at 


6:40 and 11:10 p.m. 


The policy has met with overwhelming approval as viewers agree 
with the contention of Terry H. Lee, vice president and managing di- 
rector, that editorializing is “not only a proper function of stations, 


but a responsibility and an obligation of the broadcast license.” 


The three-to-five-minute editorials, which are unsponsored, are de- 
signed to stimulate individual thinking on matters that affect the people 
and communities the station serves and to inspire “comment, interest 
and action.” Subjects for the editorials are restricted to matters affect- 
ing the people and communities in the coverage area of WAGA-TV, and 
each editorial ends with constructive criticism or suggested solutions 


for the problem under discussion. 


The success of the editorializing has been reflected not only in audi- 
ence response but in dollars and cents. 
which sponsors had taken programs adjacent to the editorials, and one 


case of a company moving its account from a competing station to 
WAGA-TV. “We have seen concrete, tangible proof,” said Mr. Lee, “that 
waca-Tv Editorial is a public service and a valuable sales tool.” 
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An editorial which reflects 


Mr. Lee cited instances in 


Spot (Continued from page 59) 


using one-week schedules of minutes 

and ID’s in a few western markets— 
including Los Angeles, San Francisco, 
San Diego and Phoenix. Marilyn Land 
is the buying contact. 


WOOLITE, INC. 
(Maxwell Sackheim-Franklin Bruck, 
Inc., N. Y.) 


Happily returning to tv after its 
much-publicized off-beat print campaign, 
WOOLITE starts spot placements of 
daytime minutes and some prime 20's 
early next month in a limited number 

of markets. The schedules will run 

about eight weeks and might be expanded 
to other areas in March if results are 
promising. Barbara Kumble is the 
timebuyer. 


Buyers’ Check List— 


Station Changes 
Kvip-TV Redding, Calif., becomes a pri- 
mary afhiliate of ABC-TV on Jan. 1. 
WHDH-Tv Boston becomes a_ primary 
affiliate of CBS-TV on Jan. 1. 
wNac-Tv Boston becomes a_ primary 
affiliate of ABC-TV Jan. 1. 


New Representatives 
wLuc-tv Marquette has named Young- 
TV as national sales representative, effec- 
tive immediately. 
WLUK-TV Green Bay has named Young- 
TV as national sales representative, effec- 
tive immediately. 


Network Rate Increases 

ABC-TV: 

WALB-tv Albany, Ga., from $300 to $350, 
Dec. 1. 

WAVE-TV Louisville, from $1,225 to $1,300, 
Jan. 1. 

WBRZ Baton Rouge, from $450 to $550, 
Jan. 1. 

wstv Jackson, Miss., from $500 to $525, 
Dec. 15. 

wroc-tv Rochester, from $975 to $1,000, 
Jan. 1. 


CBS-TV: 

KOSA-TV Odessa, from $250 to $325, 
Dec. 15. 

KRoD-tv El Paso, from $350 to $400, 
Dec. 15. 

woBo-Tv Orlando, from $575, to $600, 
Dec. 15. 

witv Jackson, Miss., from $500 to $525, 
Dec. 15. 

wtvt Tampa, from $950 to $1,025, Dec. 
15. 


NBC-TV: 

KTVE El Dorado, from $250 to $350, 
Dec. 1. 

WNEM-TV Saginaw, from $775 to $900, 
Dec. 1. 

WPBN-Tv Traverse City, from $150 to 
$200, Dec. 1. 

wusn-tv Charleston, S. C., from $400 to 
$450, Dec. 1. 
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Terrytoons makes art pay. So say the dozens of successful advertisers who 
bank on filmed commercials that blend bright-as-a-penny animation with 
sound-as-a-dollar salesmanship. And Terrytoons is versatile. Commercials 
plain or fancy, ecumenic or eclectic—you can count on Terrytoons creativity 


to fill the bill every time. Want to see a pretty profit picture? Call Terrytoons! 
A Division of CBS Films Inc., 485 Madison Ave., NewYork 22. PLaza 1-2345. 








Terrytoons 
draws 7 EAA @® 7 

















Directory 
of tv commercial 
producers 


| gence commercial producers face the new 
year with little of the cheerful resourceful- 
ness which has characterized them in the past. 
An issue before them in the immediate future: 
will penny-wise and dollar-foolish advertisers, 
burdened with new talent union scales and a new 
residual formula, cut corners on production? 

This question haunts most of the 500 compa- 
nies listed on the following pages, the heads of 
which have maintained for years that expendi- 
tures for commercials are pitifully low com- 
pared to total tv advertising investments. 

It is as yet too early to determine the precise 
effects of the new union scales, but it is evident 
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Commercial production houses, 
now numbering 500, 


face new problems in 1961 


that advertisers will be paying more for produc- 
tion and, more important, for the use of com- 
mercials. A cutback in the use of on-camera 
talent is expected. Whether there will be a cut- 
back in the number of commercials to be made 
in 1961, and the production budgets allocated 
to them, is still a moot question. 

The most optimistic reaction to the new scales 
comes from a producer who maintains that there 
will actually be an increase in production be- 
cause of the increased costs. His reasoning, de- 
rided by some and cautiously endorsed by others, 
goes like this: if residual payments represent 
the greatest cost increase (which they do), and 
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if these payments prove to be as crip- 
pling as they are supposed to b» ad- 
vertisers will be more likely to con- 
sider dropping a commercial after 13 
weeks and less reluctant to produce a 
new one. In other words, more com- 
mercials will be made for shorter runs. 

Other speculation on the same sub- 
ject: there will be a greater emphasis 
on the more costly animation process, 
since use fees are not a problem; in- 
struments, rather than voices, will be 
used more often; video tape will be 
utilized in new ways. 

It’s generally agreed that this em- 
phasis on costs is unfortunate: a com- 
mercial is the advertiser’s image, what 
he presents to the world, and in this 
particular area a strict cost-account- 
ancy approach is self-defeating. But 
such an approach will probably be 
even more prevalent in the menths to 
come. 

On this matter of costs, the subject 
of tape versus film has become less 
flammable. Most agencies are now 
able to pierce through the rhetoric of 





partisans of both sides. The general 
conclusion: tape can be less expen- 
sive than film. But there are occa- 
sions when it can become more costly 
(its main saving is in speed of pro- 
duction), and there is still the mat- 
ter of facility use fees charged by 
some stations, which can boost the 
advertiser's final cost considerably. 

On the following pages are listed 
film and tape producers in just about 
every state of the nation. Surprising- 
ly enough, there are slightly more 
companies listed in this directory than 
in the past—surprising, in the sense 
that the days of the small entre- 
preneur were said to be over several 
years ago. A year ago approximately 
140 firms were included, and last 
summer's directory listed some 475 
production houses. 

Estimated billings for 1960 produc- 
tion amount to $74 million for both 
film and tape production. That esti- 
mate, a new record, may be surpassed, 
but only slightly, in 1961. This maga- 
zine estimates that of the $74 million 





in 1960, approximately $8 million 
went to tape producers. This ratio is 
expected to change in 1961, when 
tape producers will get a larger share 
of the total production dollar. 

New York continues as the leading 
commercials production center. al- 
though many new firms have been 
established in Hollywood, which may 
bring additional business to the west 
coast. Of the total commercial pro- 
duction gross, an estimated $50 mil- 
lion was spent in New York in 1960. 
Hollywood producers accounted for 
another $15 million, while the re- 
maining $9 million is split between 
such advertising centers as Chicago 
and Detroit. 

The coming year is a challenging 
one for these producers, whose crea- 
tive talents have become more and 
more essential in the advertising proc- 
ess. Much will depend on the atti- 
tudes and thinking of their clients: 
the advertising agencies and adver- 


tisers. 





Television Commercial Producers of the United States 


Academy Film Productions, Inc. 
123 W. Chestnut St., Chicago 10; Mich- 
igan 2-5877; Bernard Howard, p & exec 
prod; Patti Wilkus, gm. 

Complete creative planning and production 
of motion pictures, animation, slides, wide 
screen presentations, etc., for commercials 
and shows. Create jingles, motion pictures, 
etc., for agencies and advertisers. 


Academy Films 

800 North Seward St., Hollywood 38, Calif.; 
Hollywood 2-0741; James A. Larsen, p. 
Complete facilities for production of mo- 
tion pictures in color or b&w, including 
script writing, photography, artwork, ani- 
mation, sound recording and re-recording, 
editing and both color and b&w lab work. 


Academy-McLarty Productions, 
Inc. 

45 Stanley St., Buffalo 6, N. Y.; TX 3-0332; 
Franz E. Hartmann, p; Henry D. McLarty, 
exec vp; Norman B. Ross, prodn m. 
Scientific, educational and industrial films; 
tv commercials. 

Branch Offices: 

333 S. Warren, Syracuse, N. Y.; Harrison 
2-6212. 

151 Majorca, Coral Gables, Fla.; Highland 
45114. 


Ad-Staff, Inc. 
9122 Sunset Blvd., Hollywood 46, Calif.; 
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Cr 5-5219; Br 2-2671; Don Quinn, p: 
Martin Sperzel, vp; Helen Hendricks, sec: 
Charles Goldring, treas. 

Creation and production of radio and tv 
commercials, copy and musical, basically. 
Copy and music for any purpose. 


Advertisers’ Broadcasting Co. 
117 West 46th St., N. Y. 36; Plaza 7-3560; 
Sholom Rubinstein, prod. 

Producer of programs, industrial-educa- 
tional films, and commercials. 


Agra Films, Inc. 

Jefferson Rd., Athens, Ga. 

Film spot commercials; industrial and edu- 
cational films (lease or loan). 


Alan Alch Inc. 
Goldwyn Studios, 1041 N. Formosa, Holly- 
wood, Calif.; Alan Alch. 


Alexander Film Co. 

Alexander Film Bldg., Colorado Springs; 
Melrose 3-1771; Keith Munroe, p; Jay 
Berry vp nat div; James A. Anderson, vp 
prodn; Howard F. “Bob” Olds, creative 
d:; Bob Woodburn, exec prod d; Arthur 
“Bus” Oaks, m prodn. Industrial films, com- 
mercials and syndicated spots. 

Branch Offices: 

500 Fifth Ave., N. Y. 36; Longacre 5-1350. 
472 Wrigley Bldg., Chicago 11; Whitehall 





4-5980; Terry Hatch, res vp. 

5140 Tootmoor Rd., Bloomfield Hills, Mich. 
Don Ringsred, res vp. 

Calle Comercio 450, Apartado 2926, San 
Juan, P. R., 3-2898; Haskal Marshall, res 
vp. 


Allegro Film Productions 

723 7th Ave., N. Y. 19; Judson 6-3057; 
Jerome G. Forman, p: Donald Higgins, 
exec prod; Jay Weitzner, writer. 

Tv commercials; public relations films; 
sales promotion and training: news and 
sport specialists. Editorial facilities open 
to all. 


Allend’or, Ltd. 

607 N. La Brea Ave., Los Angeles 36; 
Webster 8-2191; Algernon G. Walker, p; 
W. A. Blanchard, vp sls; J. R. Rummage, 
vp prodn; T. T. Taylor, research d. 16mm 
and 35mm studio & editorial facilities. 
Branch Office: 

550 Fifth Ave., N. Y. 36: Circle 5-0770; 
Ben Greenberg, vp. 


Paul Alley-MKR Films, Inc. 

619 W. 54th St., N. Y. 19; CO 5-4878-79; 
Gene Milford, vp; Ralph Rosenblum, sec- 
treas; Paul Alley, prod-writer. 

Producers of industrial, commercial, public 
relations films; entertainment series for tv; 
features for theatres and tv. Complete edit- 
ing services to tv producers. 

































».sFEhnanks, Bill... 


caBLe CUNNWALSE, ut 


MUBRBAT HILL-3-4900 


CuNNINGHAM & WALSH 1xc. 
260 Mapi1son AvENUE 
New YORE 16, N.Y. 


. Advertising 


November 28, 1960 


Mr. Harold Wondsel 
Wondsel, Carlisle & Dunphy, inc. 


1600 Broadway 
New York 
XN o e . 


orable comments on 


Dear Harold: 
or the "Tomorrow" 


t+ and receiving So many fav 


I have been nearing abou 
the "SOUNDS OF A.M.F." commercial that you made for us f 
show, that I thought I would take this opportunity to send on this note 
: of thanks. 
I personally thought that you people did a great job, and it wag one of 
those happy productions that we get s° often from ¥W.C.D. 
our place who helped make 


Please send my thanks to all the people at ¥ 
this job possible. Thank you- 
Yours truly, 


, Wit- 


William M. LaCava 
Vice President 





CHICAGO * DETROIT ’ Los ANGELES : NEW YORE * SAN FRANCISCO 






WOND e 
’ 


1600 BR 
OADWAY 
+ NEW YORK 19 N. Y 
- Ye © CIRCLE 7 
«!600 
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AMERICAN TELEVISION ENTERPRISES 


4 SANTA MONICA BLVD. HOLLYWONN 


OLDFIEL” 49370 





* 


last year we 
made a killing 


peste Vii) wale) miler 


NORTH SEWARD STREET HOLLYWOOD 38, CAL 





THANKS TO YOU 
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All-Scope Pictures, Inc. (Com- 
mercial Film Div., 20th Century- 
Fox Tv) 

1417 N. Western Ave., Hollywood 27, Calif. ; 
Hollywood 2-6231; Gordon S. Mitchell, 
p. 

Commercial and syndicated spots. 


Alpha Film Productions 

P. O. Box 5325, Baltimore 9: Valley 3-6617 ; 
W. Ernest Wood, o. 

Producer of educational and promotional 
motion pictures and tv spots. Processing of 
16mm reversal film. 


Ambassador Productions, Inc. 

6063 Sunset Blvd., Hollywood 28, Calif.: 
Hollywood 9-6079; Stan Webb, vp: Wil- 
liam Keene, sls m; J. J. Hennessy, prodn 
sup; Romie Lipari, stage m. 

Live action and animated tv commercials: 
complete film and mobile video-tape fa- 
cilities; large sound stage; Westrex sound 
system; standing sets and set construction: 
35 and l6mm cameras and equipment; 
projection room and theatre; three editing 
rooms staffed and equipped. (Tv and 
theatrical division of Frederick K. Rockett 


Co.) 


American Film Co. 

1329 Vine St., Philadelphia 7; Walnut 
2-1800-1801; Ben Harris, m. 

Sales, distribution, inspection, shipping, 
storage, rentals, and commercials made to 
ordez, plus facilities for screenings and 
complete projection room service; handling 
of educational and advertising subjects. 


American Film Producers 

1600 Broadway, N. Y. 19; Plaza 7-5915; 
Robert Gross, exec prod; Lawrence A. 
Glesnes, exec prod; Sheldon Abromowitz, 
prod control; Madeline Stolz, off m. 
Complete production and distribution of 
sponsored motion-picture films and slide- 
films in color or black & white, live or ani- 
mation, in 16mm or 35mm, for theatres, 
television, government, industry, education, 
training, sales, public information, etc. 


American Television Enterprises, 
Inc. 

7324 Santa Monica Blvd., Hollywood 46, 
Calif.; Oldfield 4-9370. Louis E. DeWitt, 
p; Robert Kinoshita, vp; Kenneth B. Ur- 
heim, prodn m; James Liles, plant m. 
Commercials; live and film supervision; 
programs. 


Clyde Anderson Motion Pictures 
334 A St., Salt Lake City 3; Empire 3-5337; 
Clyde Anderson, m. 

Industrial films and commercials. 


Ani-Live Film Service Inc. 

45 W. 45th St., N. Y. 36; Circle 7-1268; 
Bernice Steinberg, p; Sidney Cooper, sec 
treas. 

Complete editorial service; sound track 
analysis; animated and live action films. 


Animart Studios, Inc. 

212a W. McDaniel St., Springfield, Mo.; 
University 5-7961; Ray W. Gibson, p- 
treas; Ed S. Faust, vp-sec; W. Dale Rus- 
sell, d of photography. 

Producer of industrial films, animated tv, 
commercials for the industry. 


Animated Productions, Inc. 

1600 Broadway, N. Y. 19; Columbus 
5-2942; Al Stahl. 

Industrial films, commercials and syndicated 
spots. Stop motion studios; special equip- 
ment for special effects; unusual optical 
printing production. 


Animation, Inc. 

736 N. Seward St., Hollywood 38, Calif.; 
Hollywood 4-1117; Earl Klein, p; Ed 
Barge, d; Bob Sage, prodn m; Helen Han- 
sen, prodn sup; Pete Bastiansen, creative 
d. 

Producers of storyboards; sound tracks; tv 
commercials; industrial training films; live 
action, animation. 

Branch Offices: 

14005 Fenkel! Ave., Detroit 27; Broadway 
3-3040; Ted Petok, rep. 

221 North LaSalle St., Chicago 1; Rm. 
1064; FR 2-2628: Joe W. Edwards, rep. 
483 Pine St., San Francisco; Yukon 2-0665; 
Morrison Fetzer, rep. 

210 Fifth Ave., N. Y. 10; Albert Hecht, 


rep. Production and direction services. 


Animotion Associates Inc. 

333 W. 52nd St., N. Y. 19: Circle 6-3817; 
Graham Place, p; Otto Feuer, sec; Don 
Fellows, gm. 

Animation, film spots and industrials. 


Ansel Films, Inc. 

75 W. 45th St., N. Y. 36: Judson 2-7771; 
Jerry Ansel, p. 

Complete production facilities for produc- 
tion animated films. 








Al Stahl animates everything 





MEL HARRIP 


1600 Broadway, New York 19, COlumbus 5-2942 


stop motion & live action, combined 
cutout animation 
animated stills 
3-dimensional animation 
squeeze action 

miniature set animation 
pencil testing 

living story board 
cartoon features 

TV commercials 

TV billboard animation 
sales promotion 
animated film strips 


ANIMATED PRODUCTIONS, INC 
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Apex Film Corp. 

1040 N. Las Palmas, Hollywood 38, Calif.; 
Hollywood 3-5106; Jack Chertok, p. 
Industrial and educational films (lease or 
loan); film spot commercials. 


Apollo Productions 

130 Carlton St., Toronto, Ont.: Walnut 
2-3163; Richard Rosenberg, p; Jerry Sol- 
way, Up. 

Complete production (lomm) of commer- 
cials; all facilities provided for filming of 
pilot shows; industrial and institutional 
films. 


Arco Film Productions, Inc. 

580 Fifth Ave., N. Y. 36; Columbus 5-6968; 
R. J. Oulmann, p. 

Tv film shows; tv film commercials; anima- 
tion, b&w, animation, color; package tv 
film shows; import film. 


J. Armstrong & Co. 

28 W. 44th St. N. Y.; Longacre 3-4584; 
Joseph Armstrong, p. 

Syndicated commercials for brewers, banks, 
saving and loan, dairies. Custom commer- 
cials. 


Arrowhead Productions 

1122 So. La Cienega Blvd., Los Angeles 
35, Calif; OL 2-4171; Burt I. Harris, gm. 
Tv film shows; tv film commercials. 


Artists Recording Studios 

8718 E. 77 Terrs., Kansas City 33, Mo.; 
Fleming 3-6767; Bill L. Godden, p. 
Synchronous sound recording; musical jin- 
gles; equipment sales. 


Atlas Film Corp. 

1111 S. Blvd., Oak Park, Ill.; Austin 
7-8620; L. P. Mominee, p. 

Commercials, syndicated spots and indus- 
trial films. 

Branch Offices: 

408 Rucker Pl., Alexandria, Va.; Overlook 
3-1525: 185 N. Wabash Ave., Chicago; 
Andover 3-5672; 11 Barbour Terrs., Box 
36, Bloomfield Hills, Mich.; Midwest 7- 
1155; 6331 Hollywood Blvd.; Hollywood, 
Calif.; Hollywood 9-3904. 


A.T.U. Productions, Inc. 

130 W. 57th St., N. Y. 19; Judson 6-4292-3; 
Allen Swift, p & creative d; Cal A. Stad- 
len, vp & gm. 

Creators and producers of television com- 
mercials specializing in humor. Animation, 
puppets, live action. Single spots or com- 
plete advertising campaigns. Storyboards. 
Syndicated spots. 


Audio Productions, Inc. 

630 Ninth Ave., N. Y. 36; Plaza 7-0760; 
Frank K. Speidell, p; Pete Mooney, sec; 
Harold R. Lipman, tv m. 

Producers of tv commercials and industrial 
films. 


DONT PAY RESIDUALS 


SKILLED TALENTED PERFORMERS FOR 
TELEVISION COMMERCIALS & SHOWS 


ALL-TAME ANIMALS 


48 E. 57TH STREET, N. Y. C. 
Circle 7-2550 


Aurvid Productions (Div. Radio’s 
Reliable Resources) 

P. O. Box 413, Philadelphia 5; Locust 
4-4429; Franklin O. Pease, optns m. 
Tv live programs; tv film shows; live com- 
mercials; tv film commercials; animation, 
b&w; package tv live shows; package tv 
film shows; tv talent; tv scripts; syndi- 
cate tv film; export film; import film; 
sound or laboratory facilities and services. 


Austin Productions, Inc. 

P. O. Box 713, Lima, Ohio; Ca 9-7881; B. 
Otto Austin Jr., p; Clair E. Butturff, vp. 
Film commercials, syndicated spots and in- 
dustrial films. 


Bil Baird’s Marionettes : 
59-61 Barrow St., N. Y. 14; Yukon 9-9840; 
Bil Baird, Cora Baird, p’s. 

Create and produce commercials and pub- 
lic-relation films. 


Bandelier Films 

1837 Lomas Blvd., NE, Albuquerque; 
Chapel 3-5848; Robert Stevens, p. 
Animated tv film commercials, live-action 
tv commercials, b&w and color technical 
training, documentary & industrial films, 
35mm or 16mm. 


Thos. J. Barbre Productions 

2130 S. Bellaire St., Denver 22; Sky- 
line 6-8383; Thos. J. Barbre, o-prod; 
Anita T. Barbre, asst m; Paul F. Em- 
rich, asst d. 

Business films, industria] films, tv spots and 
films; every film service; photography, re- 








Stan Freberg’s clever 
musical sound track, and 
the smiling fellow above, 
helped clear Eastern meat 
markets of Mr. Schluder- 
berg’s and Mr. Kurdle’s 
Esskay Quality Meats. 
Hot Dog! 


Well prepared by 


| PANTOMIME PICTURES, INC. 


8961 Sunset Boulevard 
Hollywood 46, California 





The NEW 
AURICON 


All-Transistorized 
FILMAGNETIC 


PRO-600 
SPECIAL 








/ 


16mm Sound-On-Film Camera 


Records either Optical or 
Magnetic Sound-Track 
with Picture 


@ Newly developed Auricon Self Blimped 


Super-Silent Synchronous Soundrive, de- 
signed to meet the most exacting sound 
recording requirements. 


@ Weighs only 24 Ibs. which is 30% less than 
the popular Pro-600, for easy portability, 
yet retains all the superb sound-recording 
features of the heavier Auvuricon studio 
camera. 


@ Models available for both Magnetic and 
Optical single system recording. Can also 
be used for double system recording. 


@ New “All Weather” Amplifier, Model MA-11, 
will perform perfectly under any climatic 
conditions—O° to 140°F.—at the freezing 
South Pole or the broiling Sahara Desert, 
without affecting its temperature compen- 
sated 14 transistor circuitry or frequency 
response of 50 to 12,000 cycles. We'ghs 
only 5 Ibs. 


@ Permanent internal rechargeable battery for 
complete portability, or A.C. operated when 
plugged into a 110 v. outlet. 


@ Film capacity is 400 feet, will also accom- 
modate 100-ft. and 200-ft. daylight loading 
spools of 16mm film. 


@ All Auricon Equipment is SOLD WITH A 
30-DAY MONEY-BACK GUARANTEE and a 
1-year Service Warranty. You must be satis- 
fied! 


Write for brochure 


$.0.S CINEMA SUPPLY CORP. 


Dept. N, 602 W. 52nd St., N.Y. 19—PLazo 7-0440 
Western Branch: 633! Holly'd. Blvd., Holly'd., Calif. 
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cording, editing, writing, music library; 40 
x 60 ft. sound stage; lighting equipment; 
sound truck. 


Basch Radio & Television Produc- 
tions 

17 E. 45th St, N. Y. 17; Murray Hill 
2-8877: Charles J. Basch Jr., Frances 
Scott, ps; Ronald Dawson, d. 

Tv commercials, animation, or live talent; 
film programs; industrial and training films, 
in b&w, color; 35mm or 16mm. 


Bay State Film Productions, Inc. 
35 Springfield St., Agawam, Box 129, 
Springfield 1, Mass.; RE 4-3164; Morton 
H. Read, p: Eugene Bunting, exec vp: 
David D. Doyle, vp-sls; Harold O. Stan- 
ton, vp-tv; Merrill Sweetman, assoc prod, 
Producer of industrial film and commer- 
cials. 

Branch Office: 

80 Boylston St., Boston 16; HA 6-8904; 
David D. Doyle, vp-sls; Lowell F. Went- 
worth, ae. 


Beacon Television Features, Inc. 
115 Newbury St., Boston 16; Common- 
wealth 6-6881; J. L. Sanderson, p: B. G. 
Keane, treas. 

Complete tv film commercial service; story- 
boards, with copy furnished through com- 
pleted film production; estimates on story- 
boards through film production; feature- 
film production, industrial films, etc. 


V. S. Becker Productions 
551 Fifth Ave., N. Y. 17; Murray Hill 
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LARS CALONIUS PRODUCTIONS INC 
45 WEST 45 ST. NEW YORKNY. 
PLAZA 7-0350 
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2-0777; Viola S. Becker, o & exec prod. 
Tv film commercials, film shows, indus- 
trials, distribution and live shows. 


Bemiller Productions, Inc. 

6000 Sunset Blvd., Room 103, Hollywood 
28, Calif.; Hollywood 2-3546; Robert H. 
Bemiller, p; Richard T. Bemiller, bus m; 
Ted C. Bemiller, cinematography d. 
Animated commercials; live-action commer- 
cials; jingles: color, b&w: syndicated 
commercials. 


Bengal Pictures 

3014 Petite Ct., Los Angeles 39; Normandy 
2-7808; Robert C. Deaterna, film ed; 
Ralph Gardner, asst prod; Cheri Lé 
Blanche, script-story-narration: Charley 
Knight, sound. 

Tv spots; feature westerns; quarter-hour 
shorts; commercials; films made to order. 


Real Benoit Film Productions 
2161 St. Catherine St. W., Montreal, Can.; 
We 3-7339; Real Benoit, o. 


Russell R. Benson Productions 
136 N. Delaware St., Indianapolis; Mel- 
rose 7-0306; Russell R. Benson, p; Dun- 
can P. Schiedt, d photography. 
Industrial and educational films (lease or 
loan); film spot commercials. 


Guy Biddick 

1046 S. Olive St., Los Angeles 15; Rich- 
mond 9-8800; Guy Biddick, m; Sid 
Sutherland, prodn m; Burt Zoul, travel 
rep; Barbara McNey, off m. 
Commercials and syndicated spots. 


Biever & Stein Productions, Inc. 
527 Madison Ave., N. Y.; Plaza 3-1147; 
Curtis Biever, p: Gabriel S. Longo, gm. 
Creation of jingles, theme, mood and back- 
ground music for tv-radio commercials, 
industrials and films. 


Boosey & Hawkes Inc. 

30 W. 57th St. N. Y. 19; Plaza 7-3332; 
Leslie A. Boosey, p; David S. Adams, 
vp, séc; John J. White, treas; Sylvia Gold- 
stein, asst sec. 

Recorded music library for use in tv films 
and live radio and tv. 


Bray Studios, Inc. 

729 7th Ave., N. Y. 19; Circle 5-4582; J. R. 
Bray, chmn bd; P. A. Bray, p & prodn m;: 
P. Bray Jr., vp, sls; Max Fleischer, ani- 
mation d; B. D. Hess, distribution m. 


Bill Burrud Productions 

c/o KTTV, Sunset & Van Ness, Hollywood 
28, Calif.; Hollywood 3-8181; Bill Burrud, 
p: Gene McCabe, vp. 

Tv ‘live programs; tv film shows; tv film 
commercials; educational shorts; industrial 
shorts; package tv film shows; syndicate 
tv film. 


C & G Film Effects Inc. 

1600 Broadway, N. Y. 19; Plaza 7-2098-9; 
Hugo A. Casolaro, p: Martin Gottlieb, 
sec-treas, 

Service to producers; optical effects; stand 
photography; art work; titles; consulta- 
tions. 


S. W. Caldwell, Ltd. 

447 Jarvis St.. Toronto 5, Ont.: Wa 2-2103, 
CI 9-7641; Spence Caldwell, p: Gordon 
Keeble, exec vp; Sydney Banks, up (prod): 
Ken Page, vp (sls.) 

35/l6mm tv and _ industrial production: 
studio and equipment rental; animation 
(full cell and camera); art work, slides, 
film strips, kine recording, sound record- 
ing; 35/l6mm processing and printing. 
Branch Offices: 

Suite 319, 1410 Stanley St., Montreal, Que.; 
Av 8-0528: J. R. DeBow, branch m. 
355 Main St., Ottawa, Ont.; Ce 5-1023: D. 
Manson, Ottawa, rep & d. 

655 Viscount Place, Winnipeg; Gl 2-1318: 
G. Hellman. 

1049—32nd Ave. W., Vancouver: Re 6- 
7280; Miss Florence Ward. 


Calhoun Studios, Inc. 

264 E. 78th St, N. Y. 21; Lehigh 
5-2120; Brian Calhoun, p: Paul A. Gold- 
schmidt, vp; Dietlinde Ruber, sec-treas: 
Fred Carley, prodn d; Charles Gennell, 
sls m. 

Commercials, syndicated spots and indus- 
trial films. 


California International Produc- 
tions 

6710 Melrose Ave., Hollywood 38, Calif.; 
Webster 9-1491; H. F. O'Donnell, o. 
Tv film shows; tv film commercials; educa- 
tional shorts; industrial shorts; religious 
films; animation, b&w animation, color. 


California Studios, Inc. 

650 N. Bronson Ave., Los Angeles 4; Holly- 
wood 2-7141; Philip N. Krasne, p. 

Tv film shows; tv film commercials; rent 
studios and facilities. 


Lars Calonius Productions, Inc. 
45 W. 45th St., N. Y. 36; Plaza 7-0350; 
Lars Calonius, p; Duane Crowther, vp. 
Producers of animation and live action 
commercials. Specialists in creative story 
board and idea development. 


Camera Craft 

6800 Sunset Blvd., Hollywood 28, Calif.; 
Hollywood 3-6856; Robert Crawford. 
Commercials and slides. 


Campus Film Productions, Inc. 

20 E. 46th St. N. Y. 17; Murray Hill 
2-8735; Nat Campus, p & prod; Jules 
Krater, exec prod. 


Canadian Film Industries Co., Ltd. 
310 Lakeshore Rd., Toronto 14, Can.; Clif- 
ford 5-2351; Arthur Gottlieb, p. 

Tv film shows; tv film commercials; educa- 
tional shorts; industrial shorts; animation, 
b&w, animation, color; music effects; rent 
studios and facilities; sound or laboratory 
facilities and services; process film. 


Canyon Films of Arizona, Inc. 
834 North Seventh Ave., Phoenix; Alpine 
2-1719; Raymond Boley, prod; Robert 
Allen, d of photography. 

Complete production of tv film commercials 
and public-relation films; live action or ani- 
mated, 16mm or 35mm. 


Capital Film Service 
224 Abbott Rd., East Lansing, Mich.; 








\- 


Edgewood 2-3544; James Robert Hunter, 
P. 

Tv live programs; tv film shows; live com- 
mercials; tv film « cials; dies: 
educational shorts; industrial shorts; re- 
ligious films: newsreels; animation, b&w; 
animation, color; musical effects; tv 
scripts: syndicate sound effects library; 
rent studios and facilities; sound or labo- 
ratory facilities and services; process film. 





Captain Z-Ro Productions, Inc. 
209 E. 56th St., N. Y. 22; Eldorado 5-7943; 
Henry Brown, p. 

Tv film shows; tv film commercials. 


Jimmie Carroll, Inc. 

210 W. 55th St., N. Y. 19; Circle 6-5967. 
Producer of musical radio and television 
commercials. 


Cascade Pictures of Calif., Inc. 
1027 N. Seward St., Hollywood 38, Calif.; 
Hollywood 2-6481; B. J. Carr, p; Roy Sea- 
wright, vp & d of photography; Vaughn 
Paul, vp prodn; George B. Seitz Jr., prod- 
d. 

Commercials, syndicated spots and indus- 
trial films. 


Cate & McGlione 

1521 Cross Roads of the World, Hollywood 
28, Calif.; Hollywood 5-1118; T. W. Cate, 
E. D. McGlone, pts. 

Industrial relations, documentary, public 
relations, sales promotion, sales training, 
travelogues and tv commercials; complete 
production. including script writing, story- 
boards, photography and editorial services. 


Cavaicade Television Programs 
7904 Santa Monica Blvd., Hollywood 46, 
Calif.; Oldfield 4-4144; Harvey Pergament. 
Tv film shows; tv film commercials: educa- 
tional shorts: animation, b&w, animation, 
color; export, import film. 


CBS Television Production Sales 
CBS Production Center, 524 W. 57th St., 
N. Y. 19: Judson 6-6000; Tom W. Judge, 
d: Ira G. Delumen, m pem & project 
sls; Robert Foster, eastern sls m; Paul 
Wilson, bus m; Joseph D. Manetta, exec 
prod. 

Studio & mobile facilities; complete serv- 
ices for total production—above and below 
the line—of television commercials and pro- 
grams on tape; tape transfers; industrial 
and training films; closed circuit projects. 
Branch Office: 

Television City, Hollywood, Calif.; OL 


1-2345; George W. Faust, western m. 


Centron Corp., Inc. 

W. 9th at Avalon Rd., Lawrence, Kan.; 
Viking 3-0400; Arthur H. Wolf, p. 

Film spot commercials; industrial and edu- 
cational films (lease or loan). 


Hu Chain Associates 

15 E. 48th St., N. Y. 17; Plaza 5-5240; 
Hubert V. Chain, o. 

Tv film commercials, live action and ani- 
mation; industrial films. 


Charter Oak Tele-Pictures, Inc. 
423 E. 90th St., N. Y.; Tr 6-6800; Louis 
Cavrell, p; Ira Cavrell, film d; Otis Cav- 


rell, sec. 


Producer of commercials, industrials, pro- 
grams, training and sales films. 


Chicago Film Studios 

720 N. Michigan Ave., Chicago 11; White- 
hall 4-6971; A. G. Dunlap, p; Robert D. 
Casterline, sls m: Russell Ervin, prodn 
nm; Walter Rice, lab m. 

Tv commercials and industrial films. 


Christensen-Kennedy Productions, 
Inc. 

2824 Harney St., Omaha 31; 341-2977; 
Ray Christensen, p & g sls m; Ken Dun- 
ning, art d; Bob Hufstader, prodn m; Den- 
nis McGuire, d: William Lobb, sound; 
John Frechette, photography & editing. 
Television commercials, syndication of tele- 
vision spots, syndication of bank commer- 
cials, animation, 35mm sound slide film 
strips: all types of motion pictures. 
Branch Office: 

1601 N. Gower, Hollywood 28, Calif.; Ho 
2-3684; Jack L. Silver, westcoast rep. 


Frank Christi 

521 N. LaCienega Blvd., Los Angeles 48; 
Crestview 1-6452; Frank Christi. 
Commercials and syndicated spots. 


Cine-Audio Alberta Co. Ltd. 
10251—106th St., Edmonton, Alberta, Can- 
ada; Garden 2-2017; N. J. Zubko, o. 
Tv film commercials, educational] shorts, 
industrial shorts, newsreels, medical films 
and animation; b&w processing and print- 
ing, color printing, music and sound ef- 
fects; recording and laboratory facilities 
and services. 





Fort Lee, New Jersey 
Jane Street 





EASTMAN 


W. J. GERMAN, INC. 


AGENT FOR. THE SALE AND DISTRIBUTION OF 


PROFESSIONAL 


Chicago 46, Illinois 
6040 N. Pulaski Road 


MOTION PICTURE 


FILMS 


Hollywood 38, California 
6677 Santa Monica Blvd. 
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Cinecraft Productions, Inc. 

2515 Franklin Blvd., Cleveland 13; Superior 
1-2300; Ray Culley, p. 

Commercials and syndicated spots. 


Cinema Research Corp. 

716 N. LaBrea Ave., Hollywood 38, Calif.; 
Webster 3-9301; Harold A. Scheib, p; Er- 
nest W. Arcella, vp. 

Titles, optical effects, matte shots, anima- 
tion in 35mm or 16mm. 


Cineque Colorfilm Lab Inc. 

424 E. 89th St., N. Y. 28; Sa 2-5837; Sam 
Marcus, p; Ben Sperling, sec. 

Film strip production and duplicating, 
slides, transparencies, diazo balops, color 
prints, original photography. 


Cinesound, Ltd. 

553 Rogers Rd., Toronto, Can.; 
2-7338; B. J. Bach Jr, p & gm. 
Tv film commercials; educational shorts; 
industrial shorts; animation, b&w; anima- 
tion, color; music effects; package tv 
film shows; tv scripts; syndicate sound- 
effects library; rent studios and facilities; 
sound or laboratory facilities and services; 
process film. 


Roger 


Cine-Sports Productions 

#2 High View Terrace, New Canaan, 
Conn.; Mu 3-5820, N. Y.; Walter Harrison 
Smith, p. 


Cine-Tele Productions 
6325 Santa Monica Blvd., Hollywood 38, 


Calif.; Hollywood 5-3376; Harry J. Leh- 
man, prod-o; Gail McKiddy, writer-d; 
Jacques Lehman, sls m; Clayton McKiddy, 
prodn sup. 

Animated commercials; industrial motion 
pictures; 16/35mm editing services; sound 
services; motion-picture photography; 
training film productions. 


Cinetoon Productions 
1847 Fort St., Honolulu 
502677; Maurice D. Myers. 
Commercials, syndicated spots and indus- 
trial films. 


13, Hawaii; 


Cine-Video Productions, Inc. 
Milford, Conn.; Trinity 46590; Garo W. 
Ray, p. 

Industrial and educational films; film spot 
commercials. 


Coastal Film Service, Inc. 

321 W. 44th St., N. Y. 36; Judson 2-7780: 
Manuel Casiano, p; Lou Lemont, up. 
Special optical effects; art; titles; anima- 
tion; for commercial and industrial motion 
picture films. 


Coffman Films, Inc. 
4519 Maple Ave., Dallas 19; 
8-3692; Hammond Coffman, p: 


Greene, prodn m, 


Lakeside 


Howard 


John Colburn Associates, Inc. 

1122 Central Ave., Wilmette, Ill.; Alpine 
1-8520, Broadway 3-2310; John E. Colburn, 
p; Henry Ushijima, vp; Sumner J. Lyon, 
vp & creative d: William H. Stewart, 
prod-d; Del Schroer, prodn m. 











DIRECTORS 
Bud Townsend 
Alan Lee 

LeRoy Prinz 
Frank MacDonald 
Dick Donner 

Phil Patton 


Many Thanks! 





These people contributed greatly toward making 1960 a success- 
ful year for film commercial production: 


. . . and, of course, many excellent crew personnel! 


AMG wn sspears 


SAMUEL GOLDWYN STUDIOS 
HOLLYWOOD 46, CALIFORNIA 


CAMERAMEN 
Meredith Nicholson 
Taylor Byars 

Jimmy Drought 

ART DIRECTION 
Frank Sylos 
























it has been 
our pleasure 
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SORE 


FILMWAYS 0 


CALIF., Hollywood 


Sound stage and production facilities for 
16mm and 35mm industrial and tv films and 
commercials. 


Colmes-Werrenrath Productions, 
Inc. 

1037 Woodland Drive, Glenview, Ill.; Park 
9-0011; Walter Colmes, p. 

Creative services; production, direction, 
writing; complete studio facilities; com- 
plete editing and projection facilities. 
Branch Office: 

William Penn Hotel, Pittsburgh, Pa.; Grant 
1-3696; George Heid, Pittsburgh rep. 


Commerce Pictures 

525 Poydras St., New Orleans; Magnolia 
5026; Robert Wiegand, p. 

Short-length commercials, live action, art, 
special effects, opticals; studio; lab; Koda- 
color prints. 


Commercial Syndicated Fi!rms:, nc. 
40 W. Kinzie St., Chicago; Wh 4-7477; 
William R. Johnson, p; Irving Bell, vp 
& treas; Betty L. Taylor, sec. 

Syndicated commercials in color animation, 
completely customized for local use. 


Commodore Productions & Artists, 
Inc. 

6636 Hollywood Blvd., Hollywood 28, Calif.; 
Hollywood 9-7502; Walter White Jr., p- 
exec prod. 

Tv live programs; tv film shows; tv film 
commercials; industrial shorts; package tv 
film shows. 


Concert Ads, Inc. 

10 E. 49th St., N. Y. 17; Plaza 2-4674; 
Gabriel S. Longo; Marion Evans. 
Producers of musical commercials. 


Concord Co. 

9006 Sunset Blvd., Hollywood 46, Calif.; 
Bradshaw 2-7801; Charles R. Purnell, Lee 
Atkinson, p’s. 

Tv live programs; tv film shows; live com- 
mercials; tv film commercials; industrial 
shorts; religious films; travelogues; anima- 
tion, b&w; animation, color; package tv 
live shows; package tv film shows; tv 
scripts; syndicated tv film shows. 


Condor Films, Inc. 

1006 Olive St., St. Louis 1; Main 1-8876; 
Bradford Whitney, p; E. F. Stevens, vp. 
Complete photographic and sound-recording 
facilities for live-action commercials, titling 
and optical effects. 


Consul Film Corporation 


Samuel Goldwyn Studios; Hollywood 46, 








Chrysler Corp., Dodge Div.—B. B. D. & 0. 


Calif.; Hollywood 7-2323; Paul G. Benton, 
p; Fred Ahern, vp & sec; Robert M. 
Koenig, vp & treas. 

Producers of commercials and programs for 
television; films for industry and theatrical 
features. 


Continental Film Productions 
Corp. 

2320 Rossville Blvd., Chattanooga; Amherst 
7-4302; James E. Webstser, p: H. L. 
Thatcher, treas; Thomas Crutchfield, sec. 
Television commercials, live and animation 
—in 16 mm and 35 mm; 16 mm industrial 
films; 35 mm filmstrips. 


Corelli-Jacobs Film Music, Inc. 
723 Seventh Ave., N. Y. 19; Judson 6-6673; 
Alfonso Corelli; Fred Jacohs. 

Music library on disc and tape. Editing of 
music scores for tv commercial films and 
motion pictures. Original scores. 


Coronado Productions, Inc. 

444 Madison Ave., N. Y. 22; Murray Hill 
7-4515. 

Producer of musical commercials for radio 
and television. 


Roland D. Crandall Productions 


31 Heusted Dr., Old Greenwich, Conn.; 
Ne 7-0425: Roland D. Crandall, p. 
Producer of commercials. 


Craven Film Corp. 

330 E. 56th St., N. Y. 22; Murray Hill 
8-1585: Thomas Craven, p; . Beverly 
O'Reilly, ae; Bill Robinson, a sup; David 
Saperstein, prodn m., 

Creation and production of tv spots, in- 
dustrial and documentary films, and filmed 
tv series. 


Crawley Films, Ltd. 


Creativision 

1780 Broadway, N. Y. 19; Circle 5-4830; 
Seymour Posner, client services. 
Commercials and syndicated spots. 


Bing Crosby Productions 

9028 Sunset Blvd., Los Angeles 46; Crest- 
view 1-1171; John O'Melveny, p; Basil 
F. Grillo, exec vp. 


Crossroads Tv Productions 

1121 S. Glenstone, Springfield, Mo.; Uni- 
versity 2-4422; John B. Mahaffey and E. E. 
Siman Jr., mng vp’s. 

Live shows: videotape; film commercials. 


CTN Film Productions (Div. of 
Commercial Telecast Networks, 
Inc.) 

1l Broadway, N. Y. 4; Bowling Green 
9-6296; William F. Hogan, vp; D. C. Du- 
rant, sec. 

Creative consultation and production super- 
vision of tv film commercials on annual con- 
tract basis only with advertising agencies. 


Cummings Productions, Inc. 

4 W. 56th St., N. Y.; Plaza 7-6452; Ralph 
Waldo Cummings, p. 

Producer of musical commercials for radio 
and television. 


D.P.M. Productions, Inc. 

62 West 45th St., N. Y. 36; Murray Hill 
2-0040; Maurice T. Groen, p; Ronald T. 
Groen, vp chg prodn; Bertram Cohen, esst 
prodn m. 

Industrial, educational and sales training 
films: tv commercials; specialize in color; 
large color stock-shot library of international 
footage; camera crews permanently located 
in six world centers. 


Phil Davis Musical Enterprises, 
Inc. 

59 E. 54th St., N. Y.; Murray Hill 8-3950; 
Phil Davis, p; Earl Paul, vp, mus d; 
L. H. Davis, sec-treas; Joe Rhodes, prodn 
m; E. C. Redding, copy d; Renee Strum, 
exec Ss€C. 

Creators and producers of custom-built 
musical commercials for tv film soundtracks 
and radio transcriptions; musical consult- 
ants to advertising agencies and film pro- 
ducers; composition of original music and 
copy approaches for spot campaigns; facili- 
ties to handle any service or complete pack- 
age. 


Gordon M. Day Productions 

15 W. 44th St, N. Y. 36; Murray Hill 
2-5299: Gordon M. Day, o & creative d; 
Carol Bulkley, prodn m; Leo L. Reich, 
treas. 

Writing-production of tv-radio jingles & 
spots. Consultant to advertising agencies. 


De Frenes Co. 

1909-1919 Buttonwood St., Philadelphia 30; 
Lo 3-1686; Joseph De Frenes, p & sls 
m: Richard De Frenes, sec; Michael 
Levanios, vp for prodn. 

Commercials, programs and industrials. 


Gene Deitch Animated Cartoons 
15 East 48th St., N. Y. 17; Plaza 8-1024. 


Director of cartoon films. 


Demby Productions, Inc. 

Hotel Plaza, 1 West 58th St., N. Y. 19; 
Plaza 9-2495; Emanuel Demby, p; Betty 
Jeffries, research d; Mimi Reichert, client 
relations. 

Producer of programs, commercials, and 
features. Afhliated with Motivation Re 
search Associates. 


Florian de Narde Productions 
3 East 57th St., N. Y.; Plaza 3-7030; Florian 


1 : de Narde, o. 
t heen gt —* cage b sas of once Dalton Film Co. Producer of commercials, industrial and 
‘ 3513; F. R. Crawley, p; Graeme Fraser, ; documentary films. 
, vp; Charles Everett, vp; Sally McDonald, ~s * — Tulsa 3; Luther 5-9973; 
producers’ service div; James Turpie, tv usse /. Kurtz, p. ~ 
commercials div. Tv live programs; tv film shows; tv film a re, ae oe we we 
Television films, sponsored films; tv com- commercials; package tv live shows; pack- H oy x San = aera 
; mercial dept., production services, sound age tv film shows. pues so eed s 
. recording, animation, complete lab facilities. 
: ’ ‘ . Dephoure Studios, Inc. 
5 Branch Offices: Lee Davis Productions 782 Commonwealth Ave., Boston 15; Bea- 





1467 Mansfield St., Montreal, P.Q.; Avenue 
8-2264. 

181 Eglinton Ave. E., Toronto, Ont.; Hud- 
son 5-0325: William C. Kennedy, m. 


299 Madison Ave., N. Y. 17; Yukon 6-7290; 
Lee Davis, o. 

Tv live programs; live commercials; pack- 
age tv live shows. 


Milton L. Levy, up. 

con 2-5722; Joseph Dephoure, p & treas: 
Commercials, syndicated spots and indus- 
trial films. 





title and 
optical effects by 
cinema research 


FARAPIC SERVICE CORP., Hollywood 


716 N. LA BREA AVENUE 
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Today's 
HIT PARADE OF 


ADVERTISING 


USIC 
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BY CUMMINGS PRODUCTIONS, INC. 











| LIKE THOSE TIN-Y LIT-TLE TEA LEAVES IN TET-LEY 


SCHLITZ U. WALTER THOMPSON) 


oak 4 4 4 


PHIL DAVIS MUSICAL ENTERPRISES. INC. 





--- = = t - = x - 3 


¢ a: 
KNOW THE 





REAL JOY 


PHILLIES CIGARS (WERMEN & SCHORR) 








CHER-OOTS HAVE FLAV-OR THAT BRINGS A SMILE 


WILDROOT (TED BATES) BY FORRELL, THOMAS & POLACK ASSOC., INC. 
L = 4 








——— _—— = a 5 i | 


+> — 
WILD-ROOT PUTS THE LAN-O-LIN IN TO KEEP HAIR WELL GROOMED ALL DAY 





BY CHUCK GOLDSTEIN PRODUCTIONS, INC. 











THAT'S CREAM OF WHEAT 


WEA-THER WE RE-PEAT 








and many, many others 


CUT RITE UJ. WALTER THOMPSON) 


BY JERRY JEROME PRODUCTIONS, INC. 
fa} ~~ 
- —— == == 


IT’S THE MOST HAS THE MOST DOES THE MOST tT 














CUT RITE 


ESSO (McCANN-ERICKSON) 


RAYMOND SCOTT'S THE JINGLE WORKSHOP 











pi, sige 
i ee oy ee 
MORE PEO-PLE THE WHOLE WORLD O-VER— STOP AT THE ES-SO SIGN 





BY SANDE & GREENE PROD. 









SHAV-ING’S A PLEA-SURE WITH A SHICK SAFE-TY 


RA-ZOR 


BY SCOTT-TEXTOR PRODUCTIONS, INC. 


pies =] 








L & M HAS FOUND THE SEC-RET 


THAT UN-LOCKS THE FLA-VOR 


PEPSI-COLA (KENYON ECKHARDT) BY HANK SYLVERN 


BE SOCIABLE LOOK SMART KEEP UP TO DATE WITH PEP-SI 








produced by members of the 
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a mark 
| of recognition ... 





... this seal identifies the na- 
tion’s leading writers, creators and 
producers of musical commercials 
... dedicated and qualified to pro- 
vide service to the industry of the 
highest calibre and integrity . . . the 

| members of 


MUSICAL COMMERCIAL 
RODUCERS ASSOCIATION, INC. 


520 FIFTH AVENUE 
| NEW YORK 36, N.Y. 


for_more_ information, please contact 





any of the members listed below — 





BIEVER & STEIN PRODUCTIONS, INC., N.Y.C. 
| JIMMIE CARROLL, INC., N.Y.C. 
CORONADO PRODUCTIONS, INC.,N.Y.C. 
CUMMINGS PRODUCTIONS, INC.,N.Y.C. 

PHIL DAVIS MUSICAL ENTERPRISES, INC., N.Y.C. 
FAILLACE PRODUCTIONS, INC., N.Y.C. 

FORRELL, THOMAS & POLACK 

ASSOCIATES, INC., N.Y.C: 
CHUCK GOLDSTEIN PRODUCTIONS, INC., N.Y.C. 
HOWARD PLUMMER — HAP MUSIC, INC., N.Y.C. 
JERRY JEROME PRODUCTIONS, INC., N.Y.C. 
JINGLE WORKSHOP, N.Y.C. 
JOHNSON JINGLES, N.Y.C. 
MADISON AVENUE SOUNDS, INC., N.Y.C. 
MORRIS MAMORSKY & ASSOCIATES, N.Y.C. 
EDDY MANSON, N.Y.C. 
ROY ROSS ENTERPRISES, INC., N.Y.C. 
R.T.S. PRODUCTIONS, INC., N.Y.C. 
SANDE & GREENE, INC., L.A. 
SCOTT-TEXTOR PRODUCTIONS, INC., N.Y.C. 
iGNATURE MUSIC, INC., N.Y.C. 





Depicto Films Corp. 

254 W. 54th St., N. Y.; Columbus 5-7620; 
J. R. Von Maur, p. 

Commercials, industrial films, and closed 
circuit telecasts. 


Louis De Rochemont Assoc., Inc. 
380 Madison Ave., N. Y. 17; Oxford 7-0350. 
Tv film shows; commercials; educational, 
industrial shorts; religious films; animation, 
b&w & color; package tv film shows; im- 
port film. 


Desilu Productions, Inc. 

780 Gower St., Los Angeles 38; Hollywood 
9-5911. 

Commercials and syndicated spots. 


Leo Diner Films 

332 Golden Gate Ave., San Francisco 2; 
Prospect 5-3664; Leo Diner, o. 

Tv spots, complete lab sound recording, tv 
recording, large stage, animation, editing. 


Walt Disney Productions, Inc. 
500 South Buena Vista, Burbank, Calif.; Vi 
9-3411; Walt Disney, chm of the bd: 
Roy O. Disney, p; Card Walker, vp chg 
adv & sls; Donn Tatum, vp chg tv; Wil- 
liam Anderson, vp chg prodn: Dick Me- 
Kay, pub d; Jack Baur, cast d; Bill Dover, 
story ed, 

Buena Vista Distribution Co., Inc., 477 
Madison Ave., N. Y.; Plaza 9-3880; Irving 
Ludwig, p & g sls m; Charles Levy, d 
adv & publicity. 


Dolphin Productions, Inc. 

37 W. Sith St, N. Y. 19; Pl. 3-5892; 
Allan Stanley, p. 

Producers of commercials, animation and 
motion pictures for tv and industry. 


Dolphin-Ross Productions 

37 W. Sith St, N. Y. 19; Pl. 3-5892; 
Allan Stanley, chg prodn; Roy Ross, crea- 
tive d. 

Producers of tv IDs and radio: station 
promotions; jingles; film scores and musical 
effects and programs, 


Douglas Productions 

10 W. Kinzie St., Chicago 10; Mohawk 
4-7455; Fred C. Raymond, p; Arthur R. 
Jones III, exec vp; Douglas P. Raymond, 
vp-prodn. 

Films for educational, industrial and televi- 
sion use; motion pictures; slide films, 
titling, animation and conforming; labora- 
tory work and printing services. 


Cal Dunn Studios, Inc. 

159 E. Chicago Ave., Chicago 11; White- 
hall 3-2424; Cal Dunn, p: Joseph G. 
Betzer, vp: “YAR” Yarbrough, exec art 
prod; Helen A. Krupka, creative serv- 
ices d. 

Motion pictures and slidefilms for sales pro- 
motion, training, product information and 
employee indoctrination; tv commercials 
and productions. Facilities: creative, art, 
photographic, animation, editing and super- 
visory staffs; 16mm and 35mm motion and 
slide-film cameras; 16mm and 35mm editing 
and sound equipment; distribution facilities. 





Dynamic Films, Inc. 

405 Park Ave., N. Y. 22; Plaza 1-7447; 
Nathan Zucker, p; Walter Lowendahl, exec 
vp; Gerald Carrus, contoller; Mina Brown- 
stone, d prom & pr: Sol S. Feuerman, 
p, Medical Dynamics, Inc. 

Branch Office: 

112 W. 89th St., N. Y. 24. 


Editing, production and recording studios. 


East Coast Productions, Inc. 

45 W. 45th St., N. Y. 36; Circle 6-2145-6; 
Joseph Josephson, p. 

Preduction, editorial and technical services 
for tv. 


Eastern Effects, Inc. 

333 W. 52nd St., N. Y. 19; Circle 5-5280; 
Maurice Levy; Sam Levy; Max Levy. 
Producers’ aid. Complete service art to film. 
Optical effects, animation, titles and in- 
serts. 


Educational Films Corp. of America 
1501 Broadway, N. Y. 36; Pennsylvania 
6-1780; Earle W. Hammons, p. 

Iv film commercials; educational shorts; 
animation, b&w; animation, color; music 
effects; package tv live shows; 
tv film shows. 


package 


Educational Film Enterprises, Inc. 
500 N. Wilcox Ave., Los Angeles 4; Ho 
7-2806: George Rony, p & gm. 
Production of every kind of commercial, 
educational, industrial and publicity film. 
Film library of historical 
footage. 

Branch Office: 

11 Commerce St., Newark 2, N. J.; Sidney 
S. Jaffee, treas-vp. 


documentary 


Ed-Venture Films 

1122 Calada St., Los Angeles 23; An 

1-1885;: William E. Hines, p. 

Consulting and producing, pre-production 

planning, production and post production 
studio and location shooting; aerial and 

underwater specialist; live action on film 

and mobile video tape. 


Elan-Porter Productions, Inc. 

19 W. 45th St., N. Y. 36; Judson 2-1992; 
Raphael Elan, p. 

Live commercials; tv film commercials; edu- 
cational shorts; industrial shorts; religious 
films. 


Electro-Vox Recording Studios 
5546 Melrose Ave., Hollywood 38, Calif.; 
Hollywood 5-2189; Bert B. Gottschalk, p 


musifex co 


45 w. 45 st. m.y.c. 


background music 
musical commercials 


sound effects 
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Live commercials; industrial shorts; rent 
studios & facilities; slides. 


Elektra Film Productions, Inc. 

33 W. 46th St., N. Y.; Judson 2-3606; Abe 
Liss, p, creative d; Sam Magdoff, sec, 
sls & bus m. 

Complete film service of commercials-indus- 
trials. Creation of storyboards and scripts for 
both animated and live-action film. 


Peter Elgar Productions, Inc. 

75 W. 45th St., N. Y. 36; Judson 6-1870; 
Peter F. Elgar, p; Robert C. Jacques, 
vp, ed in chf; Jessie B. Adamson, sec & 
treas. 

Walter Engel, p; Joseph Williams, exec 
prod sup: Robert Levengood, prodn asst. 
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Film Productions Incorporated 33 West 46th Street 
New York 36, New York JUdson 2-3606 
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Films for industrial, educational and re- 
ligious use and television. 

Branch Offices: 

1456 N. Bronson St., Hollywood 28, Calif.; 
Ho 9-8111; Robert Farfan, d. 

103 Church St., Toronto 1, Ont.; Em 6-6065; 
Pat Clever. 


Elliot, Unger & Elliot, Inc. 

(A Division of Columbia Pictures) 
414 W. 54th St., N. Y. 19; Judson 6-5582; 
Stephen Elliot, p; Michael Elliot, treas: 
William H. Unger, sec: L. L. Goldwasser, 
exec prod; Alfred Mendelsohn, g sls m: 
Joe Swavely, chg w coast div; Dick Kerns, 
exec prod. 

Tv filmed commercials. Four sound stages in 
N. Y.; Columbia Studios in Calif. 


Charles Elms Productions, Inc. 

5 E. 40th St, N. Y. 16; Murray Hill 
6-8877; Charles D. Elms, p; Charles D. 
Elms Jr., vp; R. M. Elms, sec. 

Complete service from planning through 
production; both photographic and ani- 
mated. Motion pictures, slide films, tv com- 
mercials, “Widescope” presentations, slides, 
easels. 

Branch Office: 

163 Highland Ave., N. Tarrytown, N. Y.; 
Medford 1-3363: Charles D. Elms, p. 


Emerson Film Corp. 

1037 Woodland Dr., Glenview, Ill.; Park 
9-0011. 

Commercials and syndicated spots. 


Empire Production Corp. 

480 Lexington Ave., N. Y. 17; Plaza 9-4505; 
Arthur Lubo, p; L. Hamilton Holton, rp 
prodn; C. Austin Love, rp sls. 
Commercials and syndicated spots. 


Robert J. Enders, Inc. 

1001 Connecticut Ave., N.W., Washington 
6, D. C.; Sterling 3-2222; Robert J. Enders, 
p; Howard A. Enders, exec vp: Marshall 
Schacker, off m, NYC; Stanley Bass, of 
m, Wash., D. C. 

Commercials and syndicated spots. 


Walter Engel Productions, Inc. 
20 W. 47th St., N. Y. 36; Judson 2-3170; 
Producer of television spots, industrial, edu- 
cational and sales training films. Complete 
self-contained studio. 


Enterprise Productions 
13750 Saticoy St., Van Nuys, Calif.; Tri- 





angle 3-2730; Sherman L. Weiss, exec prod. 
All commercial film services offered. 


Era Productions, Inc. 

5545 Sunset Blvd., Hollywood 28, Calif.; 
Hollywood 2-2251; Brice Mack, p: Mil- 
ton Schaffer, sec-treas. 

Sound stage with standing kitchen set; an- 
imation camera; sound-recording facilities, 
ink and paint dept.; cutting and projection 
rooms, complete animation dept. 


Ted Eshbaugh Studios, Inc. 

1029 E. 163rd St., N. Y. 59; Dayton 9-3220; 
Ted Eshbaugh, p. 

Tv film shows; tv film commercials; educa- 
tional shorts; industrial shorts; religious 
films: animation, b&w; animation, color: 
package tv film shows: syndicated tv 
film; sound or laboratory facilities and serv- 
ices. 


Faillace Productions, Inc. 

59 E. 54th St., N. Y. 22; El 5-1752; Tony 
Faillace, p: Len Mackenzie, vp & crea- 
tive d:; Chick Vincent, vp chg of program- 
ming; Bob Haggart, mus d; Bob Nash, 
prod pgmd; Esther G. Beitchman, sec. 
Creation; writing and production of musical 
commercials and television background scor- 
ing; development and production of pro- 
yram material. 


Jerry Fairbanks Productions of 
California, Inc. 

1330 N. Vine St., Hollywood 28, Calif.; Ho 
2-1101; Jerry Fairbanks, p; Charles Sal- 
erno Jr., vp; William Sterling administra- 
tion; Leo S. Rosencrans, hd creative dept: 
Robert Larsen, film d: John McKennon, 
prodn m; Robert Scrivner, studio m. 
Complete facilities for production of film 
commercials, studio, equipment. 

Branch Offices: 

520 N. Michigan Ave., Chicago; Whitehall 
4-0196; Robert Kemper, midwestern rep. 
219 Majestic Bldg., San Antonio; Capitol 
4-8641; Jack Mullen, southern rep. 


Fantasy Features, Inc. (Subsidiary 
to Lance Prod’s.) 

353 West 57th St., N. Y. 19; Plaza 7-6167: 
Lorren Lester, p; Alford Lessner, vp: 
Samuel H. Evans, treas: George Lessner, 
vp-sec. 

Producer of commercial, documentary, in- 
dustrial and puppet films. 


Farkas Films, Inc. 

385 Third Ave., N. Y. 16; Murray Hill 
3-9938; Nicholas Farkas, p: F. E. Robi- 
son, vp; Mary Finley, sec-treas; Francois 
Farkas, photo dept; Oscar Ray, scenario 
dept. 

Producer of non-theatrical and theatrical 
films; tv commercials. 


Ray Favata Productions Inc. 

165 W. 46th St., N. Y. 36; Judson 2-5860; 
Raymond Favata, p: Carlton Reiter, vp. 
Production of animated and live action 
films. 


Filmack Studios 

1327 S. Wabash Ave., Chicago 5; Harrison 
7-3395; Theater Dept. Harrison 7-3395; Tv 
Dept. Harrison 7-4855; Joseph Mack, p: 
Don Mack, vp tv sls: Bernard Mack, crea- 
tive d; Pat Cascio, prodn sup. 

Tv commercials creation & storyboards— 
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live sound stage or location photography. 
Full cell cartoon animation—limited & cycle 
animation—music, jingles, sound effects & 
voice recordings—35mm & 15mm laboratory 
developing, editing, printing, tv slides— 
filmstrips. 


Film-Aide 

509 Harrison St., Amarillo; Drake 3-3777; 
George W. Tiffany. 

Commercials and syndicated spots. 


Film Associates, Inc. 

4600 S. Dixie Highway, Dayton 39; Ax- 
minster 3-2164; E. Raymond Arn, p & gm; 
Edward R. Lang, prodn m. 

Complete 16mm services, daily reversal proc- 
essing, completely equipped 40’ x 60’ sound 
stage; sound recording and re-recording, 
color duplicating, titling and animation. 


Filmaster, Inc. 

California Studios: 

650 N. Bronson Ave., Hollywood 4, Calif.; 
Hollywood 6-1681; Robert W. Stabler, p: 
Glenn N. Cook, vp-prodn m; William H. 
FitzSimmons, vp-commercial & industrial 
div. 

New York Office: 

9 Rockefeller Plaza, N. Y. 20; Judson 6- 
1404; H. Weller Keever, vp chg sls; John 
W. Murphy, prodn m. 

Florida Studio: 

707 Nicolet Ave., Winter Park, Fla.; Mid- 
way 7-7011; Robert E. Kearney, vp in chg. 


Filmaster, Inc. 

650 N. Bronson Ave., Hollywood 4, Calif.; 
Ho 6-1681; Robert W. Stabler, p; Glenn 
N. Cook, vp; Nat Perrin, vp; Clifford E. 
Enger, sec-treas. 

Producer of program, commercial, business, 
industrial, government and feature films. 


Film Commercials, Inc. 
87 Madison Ave., N. Y. 16; Oregon 9-3970; 
John C. Ryder, vp. 


Distributor of commercials. 


Filmcraft Productions 

8451 Melrose Ave., Los Angeles 46; Olive 
3-2430; Regina Lindenbaum, p; Jack C. 
Lacey, prodn m; Steven M. Perry, asst 
prod m. 

Film production supervision, tv series, tv 
spot commercials, documentary, feature, in- 
dustrial, training and classified films. 


Film Editing Co. 

Room 201 6 E. 46th St., N. Y.; Oxford 7- 
4439; Anthony J. Ciccolini, p. 

Editing features, tv series, industrials, com- 
mercials, music editing services, etc. Nega- 
tive matching, laboratory, optical, record- 
ing and print service handling. 


Film Effects of Hollywood, Inc. 
1153 N. Highland Ave., Hollywood 38, 
Calif.; Hollywood 9-5808; Linwood Dunn, 
ASC p:; Don W. Weed, gm. 

Specialized Laboratory Services: special ef- 
fects, quality duping; matte paintings, 
tv film commercials, optical printing, de- 
velopment of new processes. 


Filmex Inc. 

339 E. 48th St, N. Y.; Plaza 2-0744; 
Robert Bergmann, p. 

Producers of motion pictures for television 
and industry. 


Filmfair 

1040 N. McCadden Place, Los Angeles 38; 
Hollywood 4-8195; Gus Jekel, p; Ken 
Champin, vp: Dick Van Benthem, vp; 
William D. Jekel, vp; Kay Himes, sec- 
treas. 


Creation and production of animation, live | 


action and stop motion films for television 
and industry. 


Film File (Pix Enterprises) 

4615 Longridge Ave., Sherman Oaks, Calif. ; 
Triangle 3-3197, State 8-7836; George 
Grenville, prodn sup. 


Commercials and syndicated spots. 


Filmrite Associates, Inc. 

1438 N. Gower St., Hollywood 28, Calif.; 
Hollywood 47491; Sherman Grinberg, 
Milo Mandel, prodn execs. 

Film production. 

Branch Office: 

245 W. 55th St. .N. Y. 19; Judson 6-8750; 
Bernard Chertok, prodn exec. 


Filmways, Inc. 


| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 





18 E. 50th St., N. Y.; Plaza 1-2500; Martin | 


Ransohoff, chm of bd; Rod Erickson, p; 
Michey Dubin, sr vp; Lee Goodman, vp 
prodn. 

Producer of tv programs, commercials and 
industrial films. 


Fine Arts Productions 

7779 Sunset Blvd., Hollywood 46, Calif.; 
Hollywood 7-7107; John Wilson, p. 
Produce film commercials, animation, en- 
tertainment tv animated films. 


Fiore Films 

128 Mallory Ave., Jersey City 4, N. J.; Hen- 
derson 2-4474; Al Fiore, sls sup. 
Commercials, educational, industrial and 


sales-training films. 


Alan M. Fishburn Productions 
333 N. Michigan Ave., Chicago 1; Dear- 
born 2-0657; Alan M. Fishburn, o. 

Tv live programs; live commercials; tv film 
commercials; package tv live shows. 


Flagg Films, Inc. 

1427 N. LaBrea Ave., Hollywood 28, Calif.; 
Hollywood 2-0902; Don Flagg, p; Toni 
Flagg, prod-d; Betty Anderson, off m. 
Tv commercials, tv shows, industrials, edu- 
cational films, medical films. 

Branch Office: 

335 Hayes St., San Francisco; Hemlock 
1-3050; George Guenley, off m. 

Studio: 

5907 W. Pico Blvd., Hollywood 35; Webster 
8-2101. 


Fletcher Film Productions Ltd. 
RCA Bldg., 225 Mutual St., Toronto 2, Ont.; 
Empire 3-8372; Howard D. Fletcher, p: 
Svend A. Blangsted, d admin. 

Tv production for Canadian tv stations; 
tv commercials; theatrical shorts; wide- 
screen color; business and public relations 
films, sales training and industrial films: 
sound slidefilms; film distribution. 


Flicka Films 

40 W. Kinzie St., Chicago; Wh 47477; 
William R. Johnson, gm; J. C. Brans- 
combe, natl sls d. 


STATE FARM 


Vane 
INSURANCE 


Jack Benny’s Sunday 
night show is the place 
to see State Farm In- 
surance’s ball team 
(above) and four other 


preferred risk spots. 


Insure your spots at 


PANTOMIME PICTURES, INC. 


8961 Sunset Boulevard 
Hollywood 46, California 





1040 N. McCADDEN PLACE HOLLYWOOD 38 
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Animation, live action, slidefilms, tv com- 
mercials. 


Focal Point Productions 

342 Madison Ave., N. Y. 17; Murray Hill 
7-8717; George Joseph, John Strang. 
Producers of industrial films and commer- 
cials. 


Fordel Films, Inc. 

1079 Nelson Ave., N. Y. 52; Wyandotte 
2-5000; Clifford F. Potts. 

Commercials, syndicated spots and indus- 
trial films. 


Format Films, Inc. 

4741 Laurel Canyon Blvd., N. Hollywood, 
Calif.; Poplar 9-3610; Herbert Klynn, 
p; Bud Getzler, exec vp & treas; Jules 
Engel, vp & art d; Henrietta Jordan, 
sec. 

Animated television commercials, industrial 
films, theatrical and tv entertainment pro- 
grams. 

Branch Office: 

360 N. Michigan Ave., Chicago 1; Finan- 
cial 6-3585; Jerry Abbott, vp. 


Forrell, Thomas & Polack 
Assoc., Inc. 


157 W. 57th St., N. Y.; Circle 6-9131; 











~ 





WE'RE 

HABIT 
FORMING 
FOR ' 
EVERYTHING 
ON TAPE 





GENE 





L TELEVISION NETWORK 


901 LIVERNOIS AVE. + FERNDALE 20, MICH. 
1280 FIFTH AVE. + NEW YORK 29, N.Y. 








Gene Forrell, p & treas; Edward Thomas, 
vp; James P. Polack, vp & sec: Richard 
M. Bradshaw, d sls & prodn; Ray Carle, 
d out-of-town sls; Eleanor Fogelson, bus 
m. 

Creators and producers of music for adver- 
tising—jingles, film scores, musical effects. 
Also comedy and dramatic spots. Consult- 
ants to advertising agencies and film pro- 
ducers. 


Fotovox, Inc. 

1447 Union Ave., Memphis 4; Broad- 
way 5-3192; Elston Leonad, p; Frank 
Berfield, prodn m; Peter Harkins, crea- 
tive d. 

Commercials, syndicated spots and indus- 
trial films. 

Branch Office: 

216 E. Markham, Little Rock; Franklin 
2-0502; Harry Westlake. 


George Fox Corp. 

1508 Crossroads of the World, Hollywood 
28, Calif.; Hollywood 42242; George S. 
Fox, p. 

Commercials, syndicated spots and indus- 
trial filmes. 


Frazen Productions, Inc. 
1040 N. Las Palmas Ave., Hollywood 38, 
Calif.; Ho 9-9011; Ho 7-6967; Stanley 


Frazen, prod-d; Sherman Rose, d. 


Tv commercials; training & industrial films, ; 


storyboards; animation, filmed series, vid- 
eo-tape. 


Freberg, Ltd. 
7781 Sunset Blvd., Hollywood, Calif.; Hol- | 
lywood 2-6973; Stan Freberg, p; Bill 


Andresen, gm. 
Creation and production of humorous ad- 


vertising campaigns, live action and ani- 
mated commercials, storyboards. 


Allen A. Funt Productions 

White Gates, Croton-on-Hudson, N. Y.; 
Croton 1-8847; Allen A. Funt, p; Tom 
Murray, prodn m. 

Commercials, syndicated spots and indus- 
trial films. 


Galbreath Pictures, Inc. 

2905 Fairfield Ave., Ft. Wayne; Harrison 
4147; Dick Galbreath, p. 

Tv & industrial motion pictures. 


Gallagher Films, Inc. 

137 N. Oakland Ave., Green Bay, Wis.; 
Hemlock 7-1307; James C. Gallagher, p. 
Tv commercials, half-hour show. 


William J. Ganz Co. Inc., div. of 
institute of Visual Communication 
Inc. 

40 E. 49th St., N. Y. 17; Eldorado 5-1443; 
William J. Ganz, p: William A. Jensen, 
exec prod; Vincent J. Capuzzi, m; Alex- 
ander H. Pollak, creative services. 7 
Producers of tv commercials, tv films and 
industry films. Distributors of tv and non- 
theatrical films. 
Branch Offices: 
Twenty-one booking 
country. 


offices throughout 





WORLD’S LARGEST 


STOCK FOOTAGE LIBRARY 


Columbia Pictures, Pathe News, 
and many others 
SHERMAN GRINBERG 
FILM LIBRARIES, INC. 


1438 N. Gower St., Hollywood 28, Calif., HO 4-749! 
245 W. 55th St., New York 19, N. Y. JU 6-8750 

















glamour to spinach . . 


GRAY-O'REILLY PRODUCTIONS, 
NEW YORK 17 





THE KITCHEN THAT WANTS TO WORK ... FOR YOU! 





This is the working kitchen that has meant so much to Home Economists 
preparing food for TV commercials filmed at GRAY-O'REILLY STUDIOS. 
You'll find this kitchen an asset, too, but . . 
love the GRAY-O'REILLY lighting on your product . . . lighting that makes 
strawberries look like strawberries . . 
. and creates character in cakes! Write or call 
. We will be happy to show you our complete studio facilities. 


. more importantly . . . you'll 


. even in monochrome. . . gives 


INC. 480 LEXINGTON 
YUKON 6-4070 


AVE. 
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General Pictures Corp. 

4501 Pleasant Valley Rd., Cleveland 34; 
Victory 2-3636; George Oliva Jr., p; 
Miliard M. Horace, vp. 

l6mm and 35mm motion pictures, sound 
stage, sound slide films, tv commercials, 
newsreel, kinescope, still photography; ani- 
mation. 


Gerald Productions, Inc. 

421 W. 54th St., N. Y. 19; Plaza 7-2125; 
Gerald Auerbach, p. 

Complete production facilities — editing, 
sound recording, mixing, shooting stage, 


etc. 


General Television Network 

1280 Fifth Ave., N. Y. 29; EN 9-3000; 
Nat B. Eisenberg, vp of prodn; Victor J. 
Kemper, vp of engineering; Herbert T. 
Green, sls m; Richard L. Colton, vp in 
chg. 

Video tape productions, closed circuit tele- 
casting and mobile video tape cruisers. 


Home Office 

901 Livernois Ave., Frendale 20, Mich: 
Lincoln 8-2500; Stanley R. Akers; p; John 
L. Mayer, sls m:; Charles Abney, ch of 
engineering. 


Glenar Studios 

6618 Sunset Blvd., Hollywood 28, Calif.; 
Hollywood 4-0406; Sid Glenar, o. 

Live commercials; tv film commercials; 
educational shorts; animation, b&w and 
color. 


Melvin L. Gold Enterprises, Inc. 
320 E. 54th St., N. Y. 22; Murray Hill 





iS. 


S> ANIMATION AND LIVE FILM FOR TV 


8-0897; Melvin L. Gold, p. 
Production for tv and industrial. 


Chuck Goldstein Productions 

730 Fifth Avenue, N. Y. 19; Judson 6-7477; 
Chuck Goldstein, p; Ruth Goldstein, bus m; 
Norman Richards, prodn m. 

Create and produce radio and television 
commercials, 


Gommi-Tv, Inc. 

305 E. 47th St., N. Y. 17; Eldorado 5-7650; 
Albert Gommi, p. 

Food specialties, food inserts, tv commer- 
cials and promotional film. No live sound. 


Gotham Recording Corp. : 

2 W. 46th St., N. Y. 36; Judson 6-5577; 
Herbert M. Moses, p: Robert M. Volkell, 
vp-gm:; Jason B. Windwer, vp engineering; 
Fred Hertz, d pgmmng & prodn; Leonard 
Lawson, ae; Bern Robertson, film d. 
Creation and production of tv film commer- 
cials and programs; live action and anima- 
tion. 


Goulding-Elliott-Graham 
Productions, Inc. 

420 Lexington Ave., rm. 2545, N. Y. 17; 
Lexington 2-9014; Edward R. Graham, 
p: Robert (Bob) Elliott, sec; Raymond 
W. (Ray) Goulding, treas. 

Produce tv spot commercials. 


Grantray-Lawrence Animation, 
Inc. 

716 N. LaBrea, Hollywood, Calif.; Ray Pat- 
terson, p: Robert L. Lawrence, vp; Grant 


‘% 








Simmons, sec-treas. 
Film spot commercials. 


Gray & O'Reilly Studios 
480 Lexington Ave., N. Y. 17; John F. 
O'Reilly, James E. Gray, vps. 
Complete studio, sound, sets, etc. 


Lewis G. Green Productions 

520 N. Michigan Ave., Chicago 11; White- 
hall 4-7440: Lewis G. Green, m. 
Industrial shows & tv commercials. 


Ben Greene Film Productions 
318 W. 5lst St., N. Y. 19; Plaza 7-3858; 
Ben Greene, o. 

Tv commercials, industrial films, theatrical 
films. 


Abner J. Greshler Productions, Inc. 
Sunset Towers West, 8400 Sunset Blvd., 
Hollywood 46, Calif.: Oldfield 4-5960; Ab- 
ner J. Greshler, p: Fred Harris, m. 
Commercials and industrial films. 


Branch Office: 
RKO Bldg., Radio City, N. Y.; Circle 
7-3025. 


Sherman Grinberg Film Libraries, 
Inc. 

1438 N. Gower St., Hollywood 28, Calif.; 
Hollywood 4-7491; Sherman Grinberg, p; 
Beatrice L. Dennis, vp & hd librarian; 
Nancy Casey, asst hd librarian 

Collection of stock footage, including Co 
lumbia Pictures, Pathe News and many 
others. 

Branch Office: 

245 W. 55 St., N. Y. 19: Judson 6-8750; 
Bernard Chertok, vp-east coast. 


<a 
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Group Productions 

3600 West McNichols, Detroit, Michigan; 
University 43700; William Pearce, p. 
Branch Offices: 

209 E. 48th St., N. Y.: Plaza 5-9874; Tully 
Rector, vp. 

Executive House, Chicago, Illinois; Blair 
Watson, sis rep. 

Films for theatre, tv programming, indus- 
trials and tv commercials. 


HFH Productions, Inc. 

216 E. 49th St. N. Y.; Plaza 2-1940; 
Howard Henkin, p; Dan Hunn, vp & d 
animation; Ronald Fritz, vp & creative d; 
Frank Nakielski, m anim dept; Len Ap- 
pleson, d of live action; Harry Breuer, jr 
sls m; Judy Price, m IP dept; Penny Fisher, 
off m. 

Animation & live action cemmercials, in- 
dustrials, and short features, slide films 
and presentations. 


Herman Hack Productions & 
Scripture Films 

2441 N. Beachwood Dr., Hollywood 28, 
Calif.; Hollywood 7-0557; Herman Hack, o. 
Tv film shows; live commercials; soundies; 
package tv live shows; tv scripts; syndicate 
tv film. 


Handel Film Corp. 

6926 Melrose Ave., Hollywood 38, Calif.; 
We 6-5924; Leo A. Handel, p: Monroe 
Manning, sec. 

Producer-distributors of film series; pro- 
ducer of commercials. 


Jam Handy Organization 
2821 E. Grand Blvd., Detroit 11; Trinity 
Russell B. 


5-2450: Jamison Handy, p: 
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Robins, sr vp: 
dvlpmnt. 
Commercials and syndicated spots. 
Branch Offices: 

230 N. Michigan Ave., Chicago 1; State 
2-6757; Harold Dash. 

Pittsburgh 22; Zenith 0143; Charles Ren- 


frew. 


George Finch, vp sis 


Dayton 2; Enterprise 6289; Jack Seelye. 
1402 N. Ridgewood Place, Hollywood 28, 
Calif.; Hollywood 3-2321; Thomas G. John- 
stone. 

1775 Broadway, N. Y. 19; Judson 2-4060; 
Charles Bell. 


Hankinson Studio, Inc. 

15 W. 46th St., N. Y. 36; Judson 6-0133; 
Frederick L. Hankinson, p; Walter Klas, 
vp. 

Animated and live tv spots; industrials; 
slide films. 


Hap Music, Inc. 

200 W. 57th St., N. Y. 19: Circle 6-5548. 
Producer of musical radio and television 
commercials. 


Hardric Productions, Inc. 

510 Madison Ave., N. Y. 22; Elderado 
5-5633; Ralph F. Craig, p: Hale Rood, 
vp & mus d; Edith B. Graham, sec. 
Creation and production of musical com- 
mercials for broadcast media. 


Harriscope, Inc. 

1122 So. La Cienega Blvd., Los Angeles 35, 
Calif.; Orleander 5-8378. Burt I. Harris, p: 
Geoffey Nathanson, prod: Connie Coleman, 
traff m. 


Production of television filmed commercials. 





PRODUCTIONS, INC + 216 EAST 49th ST « NEW YORK 17, N. Y. 





Harris-Tuchman Productions, Inc. 
751 N. Highland, Hollywood 38, Calif.; 
Webster 6-7189; Ralph Tuchman, p & 
gm; Fran Harris, vp & creative d. 
Animation and live action to film commer- 
cials and industrial films. 


Hartley Productions, Inc. 

339 E. 48th St., N. Y. 17; Eldorado 5-7762; 
Irving Hartley, p; Elda Hartley, vp; Jean 
Brook, chg tv distribution. 

Commercials; pr films; industrials; trav- 
elogues and slides. 


Health & Welfare Materials 
Center, Inc. 

10 E. 44th St. N. Y. 17; Murray Hill 
2-0283; Victor Weingarten, p. 

Tv live programs; tv film shows; tv film 
commercials; educational shorts; package 
tv film shows. 

Branch Office: 

Munson Rd., Pleasantville, N. Y.; Rogers 
9.2551; Violet Weingarten, vp. 


Hearst Metrotone News, Inc. 
450 W. 56th St., N. Y. 19; Plaza 7-4120; 
Caleb B. Stratton, exec vp: John Michon, 
prodn chf:; Marshall B. Davidson, exec 
news ed; Max Klein, theatrical newsreel 
ed; Charles Peden, tv news only; Harry C. 
Robert Jr., sports ed; Walter de Hoog, 
d-prod; John D. LeVien, special projects; 
Cloyd Aarseth, ed Screen News Digest; 
Martin Kendrick, assoc ed, Screen News 
Digest. 

Tv film shows; tv film commercials; educa- 
tional shorts; industrial shorts; theatrical 
and tv newsreels; music effects; package 
tv film shows: tv scripts; syndicate tv 
film; export film; import film; sound or 
laboratory facilities and services; process 
film. 

Branch Office: 

235 E. 45th St, N. Y. 17; Mu 2-5600; 
Robert H. Reid, d tv sls: Saul Reiss, tt 
sls. 


George Heid Productions 
Penn-Sheraton Hotel, Pittsburgh 30; Grant 
1-3696; George Heid, p. 

Tv live programs; live commercials; pack- 
age tv live shows; film tv commercials. 


Holland-Wegman Productions 

207 Delaware Ave., Buffalo 2, N. Y.; Madi- 
son 7411; Edward J. Wegman, Sheldon C. 
Holland, p’s. 

Complete creation and production of 16mm 
and 35mm commercials and programs for 
tv; complete b&w laboratory, processing 
and printing facilities. 


Hollis Productions, Ltd. 

5800 Sunset Blvd., Hollywood 28, Calif.; 
Hollywood 2-6282; Charles Irving, p. 
Tv live programs; tv film shows; videotape 
productions; live commercials; tv film com- 
mercials; industrial shorts; package tv live 
shows; package tv film shows. 


Hollywood Animators 

6363 Delongpre Ave., Hollywood 28, Calif.; 
Hollywood 2-3842; Bill Selreck, p & exec 
prod; Bill Keene, sls m. 


Animated tv commercials, slide films. 
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Hollywood Film Commercials 
932 N. La Brea, Hollywood 38, Calif.; Ol 
41-7100; David Commons, p. prod-d. 

Live action and animated commercials, in- 
dustrials; storyboards; optical and special 
effects. 


Hollywood Film Enterprises, Inc. 
6060 Sunset Blvd., Hollywood 28, Calif.; 
Ho 42181; Mickey Kaplan, p: Robert 
Warde, vp: T. H. Emmett, sls m. 
Complete motion-picture film processing, 
b&w or color. 


Howard Radio-Tv Productions 
123 W. Chestnut St., Chicago 10; Mi 
2-5877; Bernard Howard, o. 

Motion picture production, tv commercials, 
industrial films. 


Hubbard Hunt Productions 

1459 N. Seward, Hollywood 28, Calif.; 
Hollywood 5-8444; Hubbard Hunt, prodn 
m. 

Tv live programs; film shows; live and 
film commercials; industrial shorts; ani- 
mation, b&w and color: package tv live 
and film shows; sound facilities and serv- 
ices, equipment rentals. 


Milton Hurwitz 

1553 Madrona Drive, Seattle 22; East 
4-1108; Milton Hurwitz, o. 

Distribution tv films; produce tv programs 
and commercials; kinescope service. 


Imagination, Inc. 


222 Kearny St., San Francisco 8; Yukon 
6-6075; Robert J. Mills, p; Robert L. 
Hovorka, prodn m. Erling Forland, bus sls 
m, 


Animation specialists; industrial, public 
relations, entertainment, and educational 
films; television commercials; complete 
studio facilities for the production of ani- 
mated films from story through camera. 


Imperial World Films, Inc. (IWF) 
12 E. Delaware Pl., Chicago; Michigan 
2-6200; Russ Davis, vp & g sls m. 
Industrial and educational films (lease or 
loan); film spot commercials. 


Imppro, Inc. 

1564 Sorrento Dr., Pacific Palisades, Calif.; 
Granite 8-4740; Herbert L. Strock, p. 
Tv film shows; film commercials; indus- 
trial shorts; religious films; animation, 
b&w; package tv film shows; syndicate 
sound-effects library; sound or laboratory 
facilities and services. 


independent Television Corp. 

488 Madison Ave., N. Y. 22; Plaza 5-2100; 
Walter Kingsley, p; Alvin E. Unger, 
vp chg syndication; Charles Goit, nat sls 
d; William Dubois, vp midwestern div; 
William Andrews, eastern div m: Wally 
Hutchinson, western div m; Kevin O’Sul- 
livan, N. Y. C. sls dept m. 


Interlingual International Inc. 


lijima Bldg., 5-3, Ginzanishi, Chuo-Ku, 
Tokyo, Japan: George A. Skirokow, gm: 
M. C. Lu, d; T. Ohno, sls m. 


Animated cartoon tv commercials for ex- 


port to USA; production of tv cartoon se- | 


ries for the U. S.; various cartoon set vices 


such as camera work, inbetweening, trac- | 
ing, painting, etc.; production of live films | 


for business and television. Represented in 
New York by Trojan Films, 701 Seventh 
Ave., N. Y. 36; Circle 6-7565; L. Jamel, 


m, 


JF Film Service 

45 W. 45th St., N. Y. 36; Circle 6-4030, 
4031: Josef Filipowic, p. 

Editing service for producers and adver- 
tising agencies. 


Riley Jackson Productions _ 
6253 Hollywood Blvd., Hollywood 28, 
Calif.; Ho 3-2324; Riley Jackson, p. 
Producer of programs, commercials and 
industrials. 


Jamieson Film Co. 

3825 Bryan, Dallas 4; Taylor 3-8158; 
Bruce Jamieson, p: Hugh V. Jamieson, 
exec up: Jerry Dickinson, tv prod. 
Commercials, syndicated spots and indus- 
trial films. 


Jan Productions 
6611 Santa Monica Blvd., Hollywood 38, 
Calif.; Hollywood 48331; Ann Fairleigh, 


p. 
Tv film shows; tv film commercials. 


Jerry Jerome Productions, Inc. 
1 Snapdragon Lane, Roslyn Heights, Long 
Island; Ma. 1-4567. 


Producer of musical commercials. 


Jewell Radio & Television 
Productions 

612 N. Michigan Ave., Chicago 11; Mo- 
hawk 45757, Graceland 7-7792; James 
E. Jewell, p; W. Ralph Jewell, vp; M. 
P. Casey, sec; James Lawrence, ed. 
Creators and producers of programs, com- 
mercial spots and jingles for tv and radio: 
industrial, educational and television films. 
Branch Offices: 

3062 Penobscot Bldg., Detroit 26, Mich.; 
Woodward 3-0617; W. Ralph Jewell, exec 
in chg. 

Landmark Productions: 1040 N. Las 
Palmas, Hollywood, Calif.: Hollywood 
7-3111; Michael Baird, m; Lewis Foster, 
d. 


Johnson Jingles 
53 Greenway South, Forest Hills, New 
York. 


Producer of musical commercials. 


Dallas Jones Productions, Inc. 
430 Grant Place, Chicago 14; Bu 1-8283; 
Dallas Jones, p; Richard Bowen, bus m. 
Producer of industrial films and commer- 
cials. 


K & S Films, Inc. 

5819 Wooster Pike, Cincinnati 27; Bram- 
ble 1-3700; Jack R. Rabius, p: S. Harry 
Wilmink, vp. 

Produce industrial motion pictures, slide 
films, animated and live tv commercials. 


K & W Film Service Corp. 
1657 Broadway, N. Y. 19; Circle 5-8080; 
Norman Witlen, p: Ralph Koch, vp. 


CERTIFIED 
FILM 
STORAGE 
For 500,000,000 feet 
NOW AVAILABLE 


= Complete Records 
= Access Service 
= Delivery Anywhere 


QUANTITY DISCOUNTS 
COMPLETE FILM SERVICE CENTER 


Services provided : 
DISTRIBUTION + INSPECTION + GRADING 
& CLEANING + REPAIRING & REJUVENA- 
TION + SCRATCH REMOVAL + PROTECTIVE 
COATING + EDITING - COMMERCIAL 
INSERTIONS + STORAGE 


wean 


1025 N. Highland Ave., Hollywood 38, Calif. 
HOllywood 9-8181 





Playing nationally and 


still selling dog food by 
the carload for Rival 
Packing Co. Winning 
awards by the armfull 
too, if you care about 
that sort of thing. 


Nicely done by 


PANTOMIME PICTURES, INC. 


8961 Sunset Boulevard 
Hollywood 46, California 
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Happy as kittens we are! 


All because 78 varied ‘name’ ac- 
to Los 
Angeles delighted in the TV tape 
commercials we made for them dur- 


counts from New York 


ing 1960. 


So, a happy-as-a-kitten New Year 
to you, too. And to make it so, take 
us into partnership in making your 
TV commercials all through 1961. 


Just contact Bob Fierman at 


KITTY TAPE PRODUCTIONS 


5746 Sunset Bivd., Hollywood 28, Calif. 
HOllywood 2-7111 








| 
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Opticals, special effects, slide motion pho- 
tography, animation, title & slide film pho- 
tography. Complete service of art depart- 
ment related to film needs. 


Al Kane Productions, Inc. 

1526 Sansom St., Phila. 2; Lo 3-0222; 
Albert M. Kane, p. 

Producer of programs and commercials; 


kinescope; production consultants; techni- 


cal writing and production. 


The Kappa Co. 
Box 7431, Sta. C, Atlanta 9. 


Victor Kayfetz Productions Inc. 
1780 Broadway, N. Y. 19; Circle 5-4830: 


Victor Kayfetz, p, exec prod: Seymour 
Posner, asst to p. 
Tv commercials. 
Branch Offices: 
1200 Westfall Rd., Rochester, N. Y.; 
Greenfield 3-3000, ext. 534; Don Lyon, 


upper N. Y. rep. 


Bear Fims Div., 3426 Bay Front Place, 


Baldwin, L. I., N. Y.: Baldwin 3-1830; 


Frank Bear, m. Long Island div. 


Keitz & Herndon 


3601 Oak Grove, Dallas 4; Lakeside 
6-5268: L. F. Herndon Jr. p: R. K. 


Keitz, exec vp: Tom Young, vp. 
General 35mm and l6mm film production, 
animation, etc. 


Herbert Kerkow, Inc. 
480 Lexington Ave. N. Y. 17; Yukon 
6-4266; Herbert Kerkow, p & treas; Rose- 








more and more 


outstanding spots 
are produced by 


KEITZ & HERNDON 


See SCS SE CESO 





QO 


INC. 


DALLAS 4,TENAS 
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mond Kerkow, sec. 

Producer of “stand-up” type tv commer- 
cials on specially equipped Visualization 
Sound Stage (patent applied for). 


Key Productions, Inc. 


527 Madison Ave., N. Y. 22; Eldorado 
5-2180; James D. Kantor, p: William 
M. Kahn, vp. 

Producer of commercials and industrial 
films. 

Paul Kim & Lew Gifford 

342 Madison Ave., New York 17. Yukon 


6-2826. 
Animated and live action films. 


Inc. 
2-5730; 


Fenton, 


Klaeger Film Productions, 
1600 Broadway, N. Y. 19; Judson 
Robert H. Klaeger, p: John J. 
vp & sec: Peter F. DeCaro, treas. 
Television and industrial films, live action 
and animation. 


Kleiman Productions 
7815 Milan Ave., St. Louis 14; 
3-6777: J. J. Kleiman, prod m. 
Commercials, syndicated spots 
trial films. 


Volunteer 


and indus- 


William L. Klein Productions 


301 E. Erie St., Chicago 11; Superior 
7-9114; William L. Klein, p exec prod; 


Marilyn L. Friedel, asst to p. 

Creators and producers of package shows 
and spot announcements for television and 
motion pictures for business, industry and 
government. 

Branch Office: 

154 E. Erie St., Chicago 11; Su 7-7868. 


Klein/Barzman 

706 C N La Cienega Blvd., Los Angeles, 
46: Orleander 5-6565: Bob Klein, Alan 
Barzman, pts. 

Specializes in freelance creation of adver- 
tising campaigns. Emphasis is on humor. 
Services include campaign concept plan- 
ning, radio and tv live-action and anima- 
tion production, sales promotion, merchan- 
dising and design. 


Kluge Film Productions 

3200 N. Richards St., Milwaukee 12; 
Franklin 2-0191; Donald R. Kluge, sls m: 
Douglas W. Kluge, prodn m. 

b&w and color 16mm commercials, synch- 
ronous or narrative sound . 


Cc. Bruce Knox Tv Productions 

400 N. Los Robles, Pasadena, Calif.; Syca- 
more 5-5325; Charles Bruce Knox, sole o. 
Spot, film and local live programming. 


KTTV Commercial Tape Division 
5746 Sunset Blvd., Hollywood; Hollywood 
2-7111; John R. Vrba, vp sls; Bob Fierman, 
sls m. 

Videotape commercials; public relations, 
industrial and sales films. Studio and mobile 
facilities; “inter-sync” editing; tape trans- 
fer to films; production and creative facili- 
ties. 


L & L Animation Inc. 

16 W. 46th St., N. Y. 36; Circle 5-7471; 
Larry Lippman; Irv Levine, Chris Grode- 
wald. 

Complete art, camera and optical service— 
slides, slidefilms, filmographs, animated tv 





NEW CREATIVE HANDS JOIN TRANSFILM-CARAVEL 


A'\'f-s0 vei o)uolele Maome-vebetelbbelacmae(--(uetbt sual) ems) 
| S@ET-t:i<) ums cb bool aa ueletbleraleyel-mr- tele Mnael-M-te)sle)bele 
ment of Mr. Robert H. Klaeger as president of 
our newly formed Film Production Division 
and asenior vice-president of our company. 


The personnel and facilities of both com- 
panies will be consolidated to bring to 
you the finest and most complete service 
ever offered in the production of films for 
industry, business shows, sales and train- 
ing programs and television commercials. 


TRANSPILM- CARAVEL 


35 West 45th Street, New York 36, N. Y 
studios 
20 West End Avenue, New York 23, N. Y 
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spots, industrials, medicals. Two oxberry 
35-l6mm cameras, fully motorized, 35- 
l6mm oxberry optical bench, for producer 
service. 


La Brea Productions, Inc. 

3371 Cahuenga Blvd. W., Hollywood 28, 
Calif.; Hollywood 4-7171; O. Gail Papi- 
neau, p: Henry J. Ludwin, exec vp & d; 
Richard Papineau, vp. 

Animated tv commercials, live action tv 
€ cials, animated and live action in- 
dustrial films. 





Lakeside Television Co., Inc. 
1465 Broadway, N. Y. 36; Longacre 5-4582; 
Richard Stevers, p: Bernard Schulman, 
exec vp. 

Film spot commercials. 


Lance Productions, Inc. 

353 W. 57th St., N. Y. 19; Plaza 7-6167; 
Lorren Lester, p; Samuel H. Evans, 
treas; Alfred H. Lessner, vp; Boyce Tuten, 
vp. 

All type of film production, commercials, 
documentary, features, sound recordings, 
etc.; completely equipped motion picture 
and sound studio. 


Langlois Filmusic Inc. 

1755 Broadway, N. Y. 19; Judson 6-5705; 
C. O. Langlois, p. 

Suppliers of music on tape and film for 
television, theatrical, industrial and slide 
films; complete music scoring and editing 
service live and film. 

Branch Offices: 

Hollywood, Paris, Toronto, London. 





Newsprint took to the air 
lanes when the nation’s 
circulation leader de- 
cided to up their circula- 
tion . . . we've still got 
our smog, but there’s a 
home delivered L. A. 
Times in almost every 
driveway. 


You should subscribe to 


PANTOMIME PICTURES, INC. 


8961 Sunset Boulevard 
Hollywood 46, California 
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Herbert S. Laufman & Co. 

221 N. LaSalle St., Chicago 1; Randolph 
6-4086; Herbert S. Laufman, p. 

Tv live programs, tv film shows; live com- 
mercials; educational shorts; industrial 
shorts; package tv live shows; package tv 
film shows; syndicate tv film. 


Robert Lawrence Productions, Inc. 
418 W. 54th St., N. Y. 19; Judson 2-5242; 
Robert L. Lawrence, p: Louis Mucciolo, 
up, studio optns; Henry Traiman, vp, edi- 
torial optns: Philip Kornblum, treas. 
Producer of commercials, industrial films, 
film series; complete studio facilities. 
Branch Offices: 

Robert Lawrence Animation, Inc., 419 W. 
54th St., N. Y. 19; Judson 2-5242; Peter 
Cooper, vp 

Robert Lawrence Productions (Canada) 
Ltd., 38 Yorkville Ave., Toronto 5, Ont.; 
Walnut 5-5561; John T. Ross, p. 

Robert Lawrence Productions, Inc., 1313 
N. Vine St., Hollywood 28, Calif.; Holly- 
wood 2-4951; Jerry Schnitzer, vp. 
Grantray-Lawrence Animation, Inc., 716 N. 
LaBrea, Hollywood 28, Calif.; Webster 
6-8158; Ray Patterson, p:; Robert L. Law- 
rence, vp; Grant Simmons, sec-treas: Rob- 
ert Lawrence Productions, Inc., 5 Avenue 
Velasquez, Paris 8e, France; Jacques de 
Faramond. 


Lempert & Meyer, Inc. 

45 W. 45th St., N. Y. 36: Judson 2-7127: 
Nox Lempert, p & exec prod; Fitzroy 
McDuff, art d; Leonard Farin, d of spe- 
cials products. 

Tv commercials, live & stop motion, story- 
boards, industrial & educational films, 
scriptwriting, tv filmed show packaging. 


Gene Lester Productions 

1487 N. Vine St., Hollywood 28, Calif.; 
Ho 47287; G. Lester. 

Commercials and syndicated spots and pro- 
motional films; tv series; tv specials. 


Carol Levene Productions 

2011 Broadway, San Francisco 15; Walnut 
1-4772; Carol Levene, o.-prod. 

Producer of commercials, industrial and 
educational films. 


Lewis & Martin Films, Inc. 

40 W. Kinzie St., Chicago; Whitehall 
4-7477; William R. Johnson, p; Irving 
Bell, vp & treas; Betty Lou Taylor, sec. 
Live motion pictures; animated films; tv 
commercials, industrials; slide films; gov- 





. . . A FILM EDITING 
SERVICE FOR PRODUCERS 
AND ADVERTISING AGENCIES 


45 WEST 45th ST., N. Y. 
Circle 6-4030 






ernment films; training films and still pho- 
tography. 


Lou Lilly Productions, Inc. 

5746 Sunset Blvd.. Hollywood 28, Calif.; 
Ho 5-6325; Lou Lilly, p; Lee Lacey, prodn 
m; Dee Futch, editorial. Jeanine Veje, sec. 
Television commercial spots, industrial 
films. 


Jack Lloyd 

1445 Miller Way, Hollywood 46, Calif.; 
Oldfield 6-4607; Jack Lloyd, exec d. 
Complete production of jingles from idea 
to finished spot, live, film, animation. 


Lott Video Productions 

Broadway & Sth Sts., Santa Monica, Calif.; 
Exbrook 6-4018: D. N. Lott. 

Commercials and syndicated spots. 


L. L. Louft Productions 

1475 Broadway, N. Y. 36: Pennsylvania 
6-1889; Louis L. Louft, p: Frank Kolarek, 
prodn m. 

Specialists in test commercials and talking 
storyboards. 


James Love Productions, Inc. 
115 W. 45th St., N. Y.: Judson 2-4633: 
James A. Love, p: William D. Henry, 
supervising ed; James W. Wille, prodn 
sup; Thomas Farrell, film sls. 

Tv spot commercials, industrial films, pack- 
age programs. 


John W. Loveton Productions, Inc. 
1606 N. Highland, Hollywood 28, Calif.; 
John W. Loveton, p. 

Producer of programs, commercials, theatri- 
cal features and radio shows. 


Lux-Brill Productions, Inc. 

319-21 E. 44th St. N. Y. 17; Oregon 
9-6320; Richard S. Dubelman, p; James 
M. Orchard, d client relations. 

Complete production of live and/or ani- 
mated motion pictures, fully equipped 
sound stages, recording and _ screening 
rooms with interlock. 


Madison Avenue Sounds, Inc. 
603 Madison Ave., N. Y. 22; Plaza 5-4030: 
Willis H. Schaefer, p:; Marjorie Gordon, 
sec. 

Produce musical commercials. 


1. Magna Film Productions, Inc. 

2. Communication Productions, 

Inc. 

1 & 2 Berkeley St., Boston; Hubbard 2- 
5580 & 2-5579: Robert Berman, p; Ad 
Schneider, vp. 

1. Motion picture production, video-tape, 
studio facilities, tv commercials, tv slides 
for business, industry, tv and advertising, 
Ampex VTR. 

2. Closed-circuit tv equipment and live 
programming. Ty systems—industrial, tv 
distributing systems. 
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6 EAST 46TH STREET, N-Y. 


OX 7-4439 "CHIC" CICCOLINI 
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TAPE YOUR PROGRAMS AND 
COMMERCIALS IN HAWAII 


This complete™ fully air-conditioned television mobile 
unit can tape anything for you in Hawaii. From our 
keep-your-eyes-on-the-hands lovelies to your client’s 
brew quencing a Polynesian thirst. Commercials. . 
complete programs... name it—we’ll do it...ata 
most favorable price. 


*3 RCA cameras, VR-1000B, 8 Audio Channels, 45 KW Generator. 


Kaiser 
BROADCASTING 


Represented Nationally by Video Tape Productions of New York, Inc., 205 West 58th Street, New York City 19, N.Y. JU 2-3300 
Mobile Video Tapes, 1607 N. El Centro, Hollywood 28, California HO 4-7188 - Kaiser Broadcasting, KHVH-TV, Honolulu 14, Hawaii 
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Morris Mamorsky 

143 W. 49th St., N. Y. 19: Circle 6-4022; 
Morris Mamorsky. 

Producer of musical commercials. 


Eddy Manson 
8 Maple St., Tenafly, New Jersey. 
Producer of musical commercials. 


Marathon International Produc- 
tions Inc. 

10 E. 49th St. N. Y. 17; Murray Hill 
8-1130; Konstantin Kalser, p & exec 
prod; Kenneth Baldwin, vp & prodn sup: 
Jean Hauck, admin d; Cindy Karp, dis- 
tribution & traff m. 

Public-information films, worldwide news 
service, company newsreels, special-events 
coverage for industry, film editing, com- 
mercials, stock shots; complete 16mm and 
35mm production and editing facilities; 
correspondent cameramen in all countries 
of the world and large U. S. cities. 
Branch Offices: 

London, Paris, Berlin, Rome. 


Mark VII Commercials 

1024 Radford Ave., North Hollywood, 
Calif.; Triangle 7-0621; Pete Peterson, 
exec prod. 

Film live action commercials for television. 


Marshall Organization, Inc. 

750 Third Ave., N. Y. 17; Murray Hill 
7-2722; Anthony W. Marshall, p. 

Tv live programs; tv film shows; live com- 
mercials; tv film commercials; educational 
shorts; industrial shorts; package tv live 
shows; package tv film shows. 


Master Motion Picture Co. 

50 Piedmont St., Boston 16; Hancock 
6-3592; Avner Rakov, p & treas; Irving 
Ross, prodn m. 

Producers of commercial films, industrial, 
tv commercials, documentaries, slidefilms, 
theatre trailers; sound recording and film- 
ing studios; 16mm and 35mm processing 
laboratory. 


McCadden Productions 

1040 N. Las Palmas, Hollywood 38, Calif.; 
Ho 4-2141; George Burns, p. 

Producer, programs and commercials. 


Morton McConnachie Productions, 
Inc. 

675 Fifth Ave., N. Y. 22; Plaza 2-0033; 
Morton McConnachie, p. 

Producer of commercials, industrials and 
documentaries. 

Branch Offices: (distribution ) 

630 Ninth Ave. N. Y. 36; Plaza 2-0033. 


McGowan Productions, Inc. 

915 N. LaBrea, Hollywood 28, Calif.; Old- 
field 4-0711; Dorrell McGowan, p. 

Tv film shows; film commercials; educa- 
tional and industrial shorts; animation, 
b&w and color; package tv film shows; 
export film; rent studios and facilities. 


McNamara Productions, Inc. 
8230 Beverly Blvd., Los Angeles 48; Olive 
1-2510; Don C. McNamara. 

Commercials, syndicated spots and indus- 
trial films. 
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Medallion Tv Enterprises, Inc. 
6000 Sunset Blvd., Hollywood 28, Calif.; 
Hollywood 2-6635; John A. Ettlinger, p. 
Tv live programs, film shows; film com- 
mercials; soundies; animation, b&w and 
color; package tv live and film shows; 
syndicate tv film; export film. 

Branch Offices: 

444 Madison Ave., N. Y. 22; Eldorado 
5-4335. 

203 Wabash Ave., Chicago; Central 6-1805; 
Ben Barry, Howard Grafman. 

8801 N. Bayshore Dr., Miami 38, Fla.; Pl. 
4-3686; Frank Stone. 


Melody Ranch Enterprises, Inc. 
10000 Riverside Dr., N. Hollywood, Calif.; 
Hollywood 2-7373; Gene Autry, p. 
Film spot commercials. 


The Meridian Studios 

The Video Tape Center 
Meridian Films, Ltd. 

1202 Woodbine Ave., Toronto, Ont.; Ox- 
ford 8-1628; Ralph Foster, p; Julian Roff- 
man, sec-treas; Herbert S. Alpert, d film 
div: Eric Greenwood, compt; James 
Leitch, chf prodn engineer, video tape div; 
Robert Hinze, chf recording engineer, vid- 
eo tape div. 

Complete video tape service; mobile pro- 
duction and video tape recording service: 
Marconi 16mm tape-to-film transfer and 
direct film recording service, and all mo- 
tion picture production services. 


Joe Merman 

1674 Broadway, N. Y. 21; Le 5-9549, Ci 
5-8175; Joe Merman, orch arranger & con- 
ductor; Earl Rogers, vocal arranger. 
Composition and arranging for all phases 
of commercial recording. 


Metrotape, Div. Metropolitan 
Broadcasting Corp. 

205 E. 67th St., N. Y. 21; Lehigh 5-1000; 
Lewis W. Hicks, optns m. 

Complete videotape facilities for tv com- 
mercials. 


MGM-TV Commercial Div. 

MGM Studios, Culver City, Calif.; Upton 
0-3311; Tom R. Curtis, exec prod, commer- 
cial & industrial film dept. 

Branch Offices: 

New York: Judson 2-2000; Les Roush, 
Len Weiner and Malcolm Scott. 
Chicago; Wabash 2-6500; Bob McNear. 
Los Angeles; Upton 0-3311; Kenneth 
Daniels. 


Milner-Fenwick, Inc. 

3800 Liberty Heights Ave., Baltimore 15; 
Mohawk 4-4221; Liberty 2-7147; Ervin M. 
Milner, p; Robert Fenwick, vp prodn; 
Hoby Wolf, vp sls; Gary Hughes, art d. 
Commercials, syndicated spots and indus- 
trial films. 

Branch Office: 

314 Victor Bldg., 714 9th St., N.W., Wash- 


ington, D. C.; Ed Hopper, dist m. 


Minot Tv, Inc. 

120 E. 56th St., N. Y. 22; Plaza 1-5090 
Charles M. Amory, p; Richard B. Morros, 
Dave Schooler, Al Garvin, Louis Cafiero. 


MKR Films Inc. 
619 W. 54th St. N. Y. 19: Columbus 


5-4878; Gene Milford, vp; Ralph Rosen- 
blum, sec-treas; Paul Alley, prod writer. 
Producers of industrial, commercial, public 
relations films; entertainment series for 
tv; features for theatres and tv. Complete 
editorial services to producers. 


Mobile Video Tapes, Inc. 

1607 N. El Centro Ave., Hollywood 28, 
Calif.; Hollywood 4-7188, Ol. 7-1738; Les- 
ter E. Hutson, p: Jack Meyer, vp. 
Mobile Video Tape Cruiser; production of 
commercials and programs; studio facili- 
nies, 


Mode-Art Pictures, Inc. 

1022 Forbes Ave., Pittsburgh 19; Express 
1-1846; James L. Baker, p; Robert L. 
Stone, exec vp; Florence E. Baker, sec- 
treas; H. John Kemerer, vp; August A. 
Borgen, vp. 

Complete facilities for production of film 
commercials, 16/35mm color and b&w; 
35mm magnetic and optical sound record- 
ing. 

Branch Office: 

1904 Preuss Rd., Los Angeles 34, Calif.; 


F. M. Joyce, west coast rep. 


Modern Broadcast Sound Co., Inc. 
750 Barnum Ave., Stratford, Conn.; Drexel 
8-8518; Kenneth Cooper, p: Gerald J. 
Golden, vp & gm; John Metts, prod. 
Complete producers of animation, motion 
picture films and slide films in color and 
black and white; tv commercials; original 
music jingles and productions. 


Monarch Productions Corp. 

729 Seventh Ave., N. Y. 19; Circle » 37.5; 
Norman Berman, exec prod & d. 
Producer of filmed tv series; film commer- 
cials; tv film syndication; distributor of 
film series. 


Moran Film Co. 

Box 627, Phoenix; Alpine 8-1427; George 
A. Moran, p. 

Tv commercials in color and b&w. 
Branch Office: 

General Service Studios, 1040 Las Palmas, 
Hollywood, Calif.; Hollywood 77-0380; 


George A. Moran, p. 


Morgan-Swain, Inc. Florida 

Film Studios 

1938 Laurel St., Sarasota, Fla.; Ri 7-2141: 
Duncan J. Hack Swain, vp 
& prodn sup. 


Morgan, p; 


Producers of motion pictures and slide 
and stripfilms for public relations, sales 
promotion, television, industrial and edu- 
cational use. Complete production includ- 
ing script writing, storyboards, photogra- 
phy, editorial services and recording facili- 
ties. Joe W. Edwards, midwest rep; 221 
N. La Salle St., Franklin 2- 
2628. 


Chicago 1; 


Dwight Morris Productions 

1611 S. Boston, Tulsa 19; Di 3-6424; 
Dwight Morris, exec prod; Wesley Mor- 
ris, lab m. 

Commercial, syndicated spots and indus- 
trial films. 
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Exclusively with Acme 


™ 
VIDEOTAPE 


Still the only laboratory 


equipped with video tape recorders 


Complete service in both 


film and videotape* 


acme 
film 


laboratories, inc. 





1161 N. Highland Ave., Hollywood 38, Calif. HO 4-7471 


*T.M. Reg. Ampex Cor 
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Motion Picture Advertising 
Service Co. 

1032 Carondelet St., New Orleans; Jack- 
son 5-2253; C. J. Mabry, p; R. P. Karri- 
gan, up sls; Jack Sledge, vp prodn. 

Film commercial production for tv and 
theatres. 


Motion Pictures for Industry 
2543 Kelton Ave., Los Angeles 64; Br 
0-4757; Harry O. Hoyt, pres.; Kenneth 
Hodges, exec prod; Frank Rathbun, sls 
m: Merrill Cantrell, treas. 

Create & produce film tv, industrial and 
dramatic shows. 


Moulin Studios 

181 Second St., San Francisco 5; Yukon 
6-4224; Raymond M. Moulin, p. 

Tv film shows; film commercials; indus- 
trial shorts; religious films; animation, 
b&w and color; music effects. 


Movietone News, Inc. 

460 West 54th St., N. Y.; Columbus 5-7200; 
W. C Michel, p: Edmund Reek, vp & 
prod; Frank Barry, asst to prod. 
Producer of newsreels, film commercials; 
stock footage library. 


MPO Videotronics, Inc. 

15 E. 53rd St. N. Y. 22; Murray Hill 
8-7830; Judd L. Pollock, p; Marvin 
Rothenberg, vp, prod-d; Arnold Kaiser, vp, 
sec; Gerald Hirschfield, vp, d of photogra- 
phy; Gerald Kleppel, vp, sup editing serv- 


ices. 
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Branch Office: 

4024 Radford Ave., N. Hollywood, Calif.; 
Poplar 9-0326; Mel Dellar, west coast prod- 
d; 921 Monroe Blvd., W. Dearborn, Mich. ; 
Crestview 8-4412; Tom Thomas, vp, m; 
134 S. La Salle St., Chicago 3; Central 
6-3164; Fred Foster, vp, m. 


Owen Murphy Productions, Inc. 
723 Seventh Ave., N. Y. 19; Plaza 7-8144; 
Owen Murphy, p; Paul Cohen, vp & 
prodn m; Eric Lawrence, editorial sup. 
Commercials, syndicated. spots and indus- 
trial films. 


Music Makers, Inc. 

6 W. 57th St., N. Y. 19; Circle 5-3737: 
Mitch Leigh, p & creative d; Herman 
Edel, exec vp; Bill Schwartau and Ralph 
Kessler, vps. 

Create music for radio and tv commercials, 
jingles, scoring for industrial films, com- 
plete music merchandising packages. 
Branch Office: 

128 N. Doheny Dr., Los Angeles 48; Holly- 
wood 47800; Mort Stein. 


Musifex Inc. 

45 W. 45th St., N. Y. 36; Circle 6-4061; 
E. Robert Velazco, p. 

Television background music scoring, sound 
effects and musical sound effects. From 
libraries or original scores. 


MVT Television, Inc. 

40 E. 49th St., N. Y. 17; Plaza 3-9111; 
Theodore R. LeVan, p; Robert D. Craver, 
exec vp. 

Leasing of television equipment; complete 
mobile video tape facilities; color and/or 
monochrome; cameras. 


Nassour Studios, Inc. 

8460 W. Third St., Los Angeles 48; Oliver 
3-0400; William & Edward Nassour. 

Tv film shows; film commercials; indus- 
trial shorts; package tv film shows; syn- 
dicate tv film; import film. 


National Broadcasting Company 
Telesales Department 

Jerry Madden, d, Eastern Div.; 30 Rocke- 
feller Plaza, N. Y. 20; Circle 7-8300. 
Dean Craig, m, Pacific Div.; 3000 W. 
Alameda, Burbank, Calif.; Th. 5-7000. 
National organization offering network tv 
production facilities for tape or firm re- 
corded commercials, spot campaigns and 
industrials. Complete creative and produc- 
tion teams for closed circuits. 


National Film Studios, Inc. 

105 Eleventh St., S.E., Washington 3, D. C.; 
Lincoln 6-8822; Harold A. Keats, p; Ed- 
ward W. Alfriend IV, vp; F. William Hart, 
sec-treas, 

Any type of motion picture production— 
from a 20 second tv spot to a full length 
theatrical feature. 


National Programming Service 
4614 Norton Lane, Columbus 13; Exeter 
3775; Jerri Fredritz. 

Commercials, syndicated spots and indus- 
trial films. 


National Screen Service Corp., 
Television & Industrial Films Div. 
1600 Broadway, N. Y. 19; Circle 6-5700; 


Burton Robbins, p: Wolf Oppenheimer, 
chf exec; William H. Weintraub Jr., 
Leonard Kanter, sls; Harry Semels, Jack 
Schertz, prods: Tom Golden, Tee Collins, 
animation; Irving Weiner, ed. 

Producers of commercials (live and ani- 
mated), industrials, appeals. 

Studios: New York, Hollywood, London. 


National Studios 

42 W. 48th St., N. Y. 36; Judson 2-1926; 
H. A. Rosenberg, p: A. J. Rosenberg, vp 
chg prodn; Lee J. Dresner, vp chg sls: 
Robert Stern, plant prodn m: Ronny 
Shroyer, art d; Evan Mann, customer’s 
service. ; 

Slides and balops (telops) ; slide film com- 
mercials. 


National Telefilm Assoc., Inc. 

10 Columbus Circle, N. Y. 19; Judson 
2-7300; 9570 Wilshire Blvd., Beverly Hills, 
Calif.; Ely A. Landau, chmn bd; Oliver 
A. Unger, p: David J. Melamed, vp 
admin; Ted Cott, vp station optns; Samuel 
P. Norton, vp legal & bus affairs; E. 
Jonny Graff, vp & g sls m; Arnold Kauf- 
man, vp, N. Y. office; Berne Tabakin, 
vp west coast; George K. Gould, vp tv 
facilities; Leonard Gruenberg, vp; Alan 
May, vp & treas: H. I. Bucher, sec; Bur- 
ton Lippman, controller; Lawrence Peters, 
asst sec. 

Television programs and features for na- 
tional, regional and local sponsorship. 
Branch Offices: 

612 N. Michigan Ave., Chicago 11; Marvin 
Lowe, exec in chg Statler Office Bldg., 
Boston; Nicholas Russo, exec in chg 2605 
Sterick Bldg., Memphis; Charles Britt, 
exec in chg; 1035 Rand Tower, 527 Mar- 
quette Ave.. Minneapolis; Gerald Corwin, 
exec in chg. 

1408 Fidelity Union Life Bldg., Dallas; 
Roy George, exec in chg: 5525 Upper 
Lachine Rd., Montreal, Quebec; N. Vail- 
lancourt, exec in chg. 

175 Bloor St., E. Toronto, Ontario; David 
Griesdorf, exec in chg. 

109 Jermyn St., London, England; Vernon 
Burns, vp in chg. 

43-51 Brisbane St., Sydney, Australia, 
20th Century-Fox-Television Service. 
Tsukiji Kaikan 44, Tsukiji, Chuo-ku, 
Tokyo, Japan; Akira Shimizu, exec in chg. 
Rue Mexico 51, Rio de Janeiro, Brazil; 
Peter Schwabe, exec in chg. 

222 Espana Extension, Quezon City, Philip- 
pine Islands; Felipe Ysmael Jr., exec in 


chg. 


National Video Tape Productions, 
Inc. 

(Div. of Sports Network, Inc.) 

36 W. 44th St, N. Y. 36; Murray Hill 
2-0117; Richard E. Bailey, p: Roylance 
H. Sharp, vp; Jack D. Bozarth, vp sls: 
Anthony M. Hennig, vp video tape and 
closed circuits; Charles A. Voso, vp engi- 
neering; Thomas J. Schilling, sec-treas. 
Television video tape commercials, entire 
programs. Services supplied nationally. 


National Videotape Service, Inc. 
915 N. La Brea, Hollywood 38, Calif. ;Ol. 
4-0610; Hal Marienthal, p. 

Creation, writing and production of nation- 
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During 1960, these agencies: 





N. W. Ayer; Ted Bates; Batten, Barton, Durstine & Osborne; Benton & Bowles; D. P. Brother; Leo 
Burnett; Cohen Dowd & Aleshire; Compton; Dancer-Fitzgerald-Sample; Daniel & Charles; D'Arcy; 
Doherty, Clifford, Steers & Shenfield; Donahue & Coe; Doyle Dane Bernbach; Erwin Wasey, Ruthrauff 
& Ryan; William Esty; Foote, Cone & Belding; Clinton E. Frank; Fuller & Smith & Ross; Grant; Grey; 
Gumbinner; F. H. Hayhurst; Kenyon & Eckhardt; Ketchum, McLeod & Grove; Lang, Fisher & Stashower; 
Lennen & Newell; Richard K. Manoff; Marcus; J. M. Mathes; Maxon; McCann-Erickson; Mogul, Williams 
& Saylor; Morse International; Needham, Louis & Brorby; Norman, Craig & Kummel; Ogilvy, Benson & 
Mather; Sullivan, Stauffer, Colwell & Bayles; J.Walter Thompson; Warwick & Legler; Young & Rubicam;* 


made commercials for these products: - 


Aeroshave; Ajax; Alcoa; All; Alpine; American Safety Razor; American Telephone & Telegraph; Anahist; 
Atlantic Gas; Ballantine; Ban; Belair; Berkshire Stockings; Betty Crocker; Bisquick; Boyle Midway; 
Breeze; Bryicreem; Budweiser; Buick; Burlington Hosiery; Campbell Soup; Canada Dry; Carlings; Chase 
& Sanborn; Chase Manhattan; Chemstrand; Chiquita Banana; Coca-Cola; Comet; Coty; Country Corn 
Flakes; Crisco; Cutex; Dash; Decaf; Dentyne; Dinner-Ready; Dodge; Dreyfus Fund; Dromedary Scone 
Mix; Duke; Duncan Hines; Duz; Eastman-Kodak; Esso; Ex-Lax; Falstaff; Ford; General Electric Television; 
General Mills; General Motors; Gillette; Gleem; Gold Medal Flour; Goodrich; Greenmint; Haley's M.O.; 
Hi-C; Hoover; Instant Maxwell House; International Breweries; Ipana; Ivory; Ivory Flakes; Jello; Kellogg; 
Kentucky Kings; Kleenex; Lady Esther; Lady Schick; Lano-Wax; Lanowhite; Lifebuoy; Lipton; Liquid 
Ivory; Lucky Strike; Lux; Luzianne Coffee; Maidenform; Manhattan Shirts; Marlboro; Maxwell House; 
Mcleans Toothpaste; Melmac; Mercury; Mohawk Carpets; Motts; NuSoft; Ocean Spray; Ovaltine; Oxy- 
dol; Pacquins; Pal Blades; Palmolive; Palmolive After Shave; Pan American Coffee; Parker Pen; Parlia- 
ment; Pepperidge Farms; Pepsodent; Peter Paul; Piels Beer; Pfizer; Philip Morris; Pittsburgh Plate 
Glass; Playtex; Ponds; Post Toasties; Praise; RCA; Remington; Revion; Rybutol; Salem; Samsonite; 
Sarong; Schweppes; Scott Paper; Sealtest; Seven Up; Shell; Schick; Sinex; Socony Mobilgas; SOS; Spry; 
Starlac; Sterling Beer; Stauffers; Sunny; Swansdown; Tarryton; Tenderleaf Tea; Tetley Tea; Thrill; Tide; 
Timex; Toni; United Brewers Foundation; U. S. Steel; Viceroy; Vicks Theracin; Welch; Westinghouse; 
Windex; Winston;* 


at this production company: 





MPO Videotronics Inc. 


New York: 15 E. 53rd St., Mu 8-7830 Chicago: 134 S. LaSalle St., Central 6-3164 
Detroit: 921 Monroe Blvd., Dearborn, Crestview 8-4412 Hollywood: 4024 Radford Ave., Poplar 9-0326 


*and more! 
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al and local commercials and shows. Dub- 
ing and editing facilities. Tape to film 
transfers. Complete services from storyboard 
through release material. 


Stanley Neal Productions, Inc. 
138 E. 36th St., N. Y.; Murray Hill 3-6396; 
Donald J. Lane, p. 

Commercials, syndicated spots and indus- 
trial films. 

Branch Offices: 

869 N. Dearborn, Chicago; 
3-3470; John Newell. 

1277 N. Clark St., Hollywood, Calif.; Crest- 
view 6-8865; Soby Martin. 


Ted Nemeth Studios 
729 Seventh Ave., N. Y. 19; Circle 5-5147; 


Whitehall 





Ted Nemeth. 
Commercials and syndicated spots. 


Wm. L. Nemeth Studios 

45 W. 45th St., N. Y. 36; Circle 7-1676; 
Wm. L. Nemeth, o. 

Optical printing—special effects. Anima- 
tion, slide film and title photography. Ani- 
mation and title artwork. 


Newman-Schmidt Studios 
713 Penn Ave., Pittsburgh 22; Gr 1-5414; 
H. W. Schmidt, o. 


Producer of industrials and commercials. 


Fred A. Niles Productions, Inc. 
1058 W. Washington Blvd., Chicago 7; 
Seeley 8-4181; Fred A. Niles, p; Ruth 


(FORMERLY RCA FILM RECORDING STUDIOS) 


411 FIFTH AVENUE *® NEW YORK 164, N. Y. 
Telephone: MUrray Hill 3-7611 


Narration 


Music Scoring 


xan. 
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Rerecording Mixing 
Dubbing 


Complete Transfer Facilities 


: THE ONLY COMPLETELY 
RCA EQUIPPED STUDIOS IN NEW YORK 


L. Ratny, vp, creative d; William E. 
Harder, vp, prod; Edward E. Katz, vp, 
finance: Max Pride, vp sls m; Harry Lange, 
exec prod; Harry Holt, art d animation; 
Norman Lasko, art d mechan. 

Tv commercials, live and animated; indus- 
try film programs including sales and prod- 
uct training, consumer education, public 
relations, corporate image; closed-circuit 
tv; videotape; convention shows, live and 
film; public relations films for tv and 
non-theatrical distribution; slidefilms; syn- 
dicated tv commercials. 

Branch Office: 

5539 Sunset Blvd., Hollywood 28, Calif.; 
Hollywood 3-8154; Lionel Grover, vp. 


NTA Telestudios, Ltd. 

1481 Broadway, N. Y. 36; Lo 3-1122; 
George K. Gould, p; Al Markim, vp d 
optns. 

Living tape commercials and shows. 


On Film, Inc. 

33 Witherspoon St., Princeton, N. J.; Wal- 
nut 1-7800: Robert Bell, p: F. E. Johnston, 
treas. 

Commercials, industrial films and syndi- 
cated spots. 


Branch Offices: 
315 E. 55th St., N. Y.; Plaza 9-0920; Mor- 
ton Schaps; Allan Riley. 


Sam Orleans Inc. 

211 W. Cumberland Ave., 
3-8098; Sam Orleans, p. 
Film spot commercials; industrial & educa- 
tional films. 


Knoxville; 








Alamon left and grab 


your tractor . . . Massey- 
Ferguson’s “two minute 
rouser” (so said Ad Age) 
can be seen on NBC’s 
Eddie Arnold Show on 


Saturday morning. 


Drawn with a farm hand at 


PANTOMIME PICTURES, INC. 


8961 Sunset Boulevard 
Hollywood 46, California 
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The 
next issue 
of the 
Television Age 
Commercial 
Quarterly 
will be published 
April 3, 1961 


It will include the 
Television Age 
Semi-Annual 
Directory 
of 
Agency 
Commercial 


Producers 


For 
preferred position 


reserve space now 











Branch Offices: 

550 Fifth Ave., N. Y.; Enright 9-2002. 
Cutting room: Pathe Bldg., 105 E. 106th 
St., N. Y.; Enright 9-2002. 


John Ott Pictures, Inc. 

Box 158, Lake Bluff, Ill.; Cedar 4-3026; 
John Ott, p. 

Producer of commercials and industrial 
films; time-lapse photography. 


Del Owen Productions 

333 N. Michigan Ave., Chicago 1; Frank- 
lin 2-4811; Del Owen, p. 

Filmed commercials — complete service 
origination—production—jingles. 


Harry Owens Television 
Productions 

6710 Melrose Ave., Hollywood 38, Calif.; 
Webster 9-1491; Homer O’Donnell, vp. 
Tv film shows; tv film commercials: indus- 
trial shorts. 


Pabian Productions 

affliated with CINEASTES STUDIOS of 
Paris 

12407 Ventura Blvd., Studio City, Calif.; 
Poplar 9-0967; Anthony A. Pabian, exec & 
administrator of prodn; James Pabian, 
exec prod. d of prodn; George Moreno, 
chg of London optns: Antonio Parano, 
chg of Paris optns. 

Producers of commercial, industrial and 
entertainment films. 


Packaged Programs, Inc. 

634 Penn Ave., Pittsburgh 22; Grant 
1-4756; M. E. Fierst, gm. 

Tv commercials, industrial films and news 
in l6mm & 35mm. 


Pantomime Pictures, Inc. 

8961 Sunset Blvd., Hollywood 46, Calif.; 
Crestview 4-1008; Fred Crippen, p; John 
Marshall, vp: Dick Reed, m. 

Animated tv commercials; animated tv en- 
tertainment films; live action tv commer- 
cials; film titles. 


Paramount Television Produc- 
tions, Inc. 

1501 Broadway, N. Y. 36; Bryant 9-8700; 
Paul Raibourn, p. 

Tv live and film shows; live and film com- 
mercials; industrial shorts; animation, 
b&w and color; export film; rent studios 
&. facilities. 

Branch Office: 

5800 Sunset Blvd., Hollywood, Calif.; 
Hollywood 9-6363; James Schulke, vp. 


Parapic Service Corp. 

5318 Melrose Ave., Hollywood 38, Cali- 
fornia; Hollywood 2-7377. 

Producer of tv commercials. 


Lindsley Parsons Productions, Inc. 
3459 Cahuenga Blvd., Hollywood 28, Calif.; 
Hollywood 9-3641; Lindsley Parsons, p. 


Ray Patin Productions 

3425 Cahuenga Blvd., Hollywood 28, Calif.; 
Hollywood 2-1147; TWX LA 1240; Ray 
Patin, p & art d; John Dunn, prodn m. 
Complete studio for animated or live action 


productions; writing and direction of sound | 


recording. 
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RAY PATIA 


PRO DME TION Ss 
3425 CAHUENGA BLVD 
HOLLYWOOD 28. CALIF 
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RATOR TRUCKS 


LARGEST SUPPLIERS OF 
MOTION PICTURE, TV AND 
INDUSTRIAL PHOTOGRAPHIC 


EQUIPMENT IN THE EAST 


SALES - RENTALS - SERVICE 


333 Wes! S2nd Street, New York City, Circle 6-5470 
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Peachtree Production Assoc., Inc. 
Suite 217—710 Peachtree St., N.E.; At- 
lanta 8; Trinity 41038; Otho E. Thomas, 
p: Philip W. Taylor, sec-treas. 
Producers of live, filmed and videotaped 
television programs and commercials. 


Peckham Productions 

15 FE. 48th St. N. Y.: Plaza 8-0490; 
John L. Peckham, p; Kay Anderson, vp: 
Harvey Yale Gross, creative d; Peter H. 
Peckham, d of client services: Dennis 
Wheeler, D. Duane Unkefer, art ds. 
Invention, programming, production for 
agency, industry and government: slide 
films, motion pictures, spots, complete sales 
and training packages. 
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PLAYHOUSE PICTURES 
Hollywood 


THE FINEST 
IN ANIMATED 
FILM. 


1401 North La Brea Avenue 
Hollywood 28, California 
Telephone: HOllywood 5-2193 
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Pelican Fiims, inc. 

292 Madison Ave., N. Y. 17; Oregon 9- 
0670: Thomas J. Dunford, p; Arthur J. 
Zander, vp; Eli Feldman, vp, sls; Chris 
K. Ishii, vp. 

Production of animated and live action tv 
commercials, public relations and sales pro- 
motion films. 


Tony Petri Studios 

87 Weybosset St. Providence; Gaspee 
1-9242; Tony Petri, p; Ernest K. Strauss, 
prodn m. 

B&w, color, live & narration sound, sound 
stage. 


PGL Productions 

6 E. 46th St., N. Y.; Yukon 6-4530; Rich- 
ard Lerner & Harry Colman, chg sls. 
Motion pictures for industry and tv. 


Photo-Art Commercial Studios 
420 S. W. Washington St., Portland 4, Ore.; 
Ca 7-5411; Claude F. Palmer, p: S. W. 
Vernon, vp; Lewis Cook, techncl d: David 
Baird, chf cameraman. 

Complete facilities for commercial produc- 
tion: sound stage, single and double sys- 
tem, animation, 16 x 35mm cameras, tv 
slides, all still services. 


Photo Arts Productions, Inc. 
2330 Market St., Philadelphia 3; Lo 3- 
3696. 

Commercials, syndicated spots and indus- 
trial films. 


Pictafilm, inc. 

14 W. 45th St., N. Y. 36; Murray Hill 2- 
0773: Sherman Gregory, p: Colin Y. 
Smith, prodn sup; Michael Reddy, art d: 
William Meng, d of photography. 

Tv commercials; films for sales training 
and presentation; b&w and color slides; 
slidefilms. 


Pilot Productions, Inc. 

1819-23 Ridge Ave., Evanston, Ill.; Broad- 
way 3-4141; C. Robert Isely, p; Robert 
L. Dedrick, vp-prod: C. Don Sheldon, 
treas: Arthur Boroughf, sec & g coun- 
sel: Connie A. Andersen, asst sec. 
Commercials, slides, sound slidefilms and 
industrials. 





Pintoff Productions, Inc. 

64 E. 55th St., N. Y. 22; Eldorado 5-1431; 
Ernest Pintoff, p; Jose di Donato, vp 
client serv; Arnold Stone, vp prod; Rob- 
ert Heath, special effects. 

Animated and live-action tv commercials, 
industrials and theatrical films. 


Pix Enterprises 

12148 Hillslope St., Studio City, Calif.; 
Poplar 2-9173; George Grenville, prodn 
sup. 

Tv film commercials, industrial and docu- 
mentary films, b&w and color, 16 and 35mm 
sound or silent. 


Playhouse Pictures 

1401 N. LaBrea Ave., Hollywood 28, Calif.; 
Hollywood 5-2193; Adrian Woolery, p; 
Bill Melendez, sup d: Al Halderson, bus 
m; George Woolery, pr d. 

Animation specialists in tv commercials, 
business and entertainment films. Complete 
studio personnel and facilities for the pro- 
duction of animated films from creative 
story through camera. 


Jules Power Productions, Inc. 
228 N. LaSalle St., Chicago 1; Andover 
3-1422; H. Rothbart, off m. 

Tv live programs; live commercials; pack- 
age tv live shows; film commercials. 
Branch Office: 

9 E. 7th Se, N. Y. 21; 


Jules Power, p. 


Lehigh 5-8580; 


Premier Film and Recording Corp. 
3033 Locust St., St. Louis 3; Jefferson 
1-3555. Theodore P. Desloge, p & exec 
prod; Wilson Dalzell, vp & gm; Roger 
Leonhardt, prodn m; Patrick Murphy, d 
sls & adv. 

Complete production facilities for motion 
pictures, tv commercials, live shows & 
sound recording. Creative staff, sound 
stages, recording studios, editing and a 
record pressing plant. 


Princeton Television Center, Inc. 
252 Nassau St., Princeton, N. J.; Princeton 
1-3550, Ann Hogarty. 

Commercials and syndicated spots. 
Branch Office: 

1456 N. Bronson Ave., Hollywood 28, Calif.; 
Hollywood 2-6282; Gordon Knox. 


Producing Artists Inc. 

45 W. 45th St, N. Y. 36; Plaza 7-9388: 
Martin L. Low, p; Robert McCahon, vp, 
exec prod. 

Producers of film for tv commercials and 
industrials. 


Productions for Television, Inc. 
625 Madison Ave., N. Y. 22; Templeton 8- 
7100; Jeanne Harrison, exec prod tv & 
radio; James Lichtman, prod-d; Arnold 
Walton, prodn asst: Morris Cohen, com- 
mercial sup. 

Producer of commercials. 








Specialist 
in Animation Editing 
Expert Track Analysis 


Tele-Craft 


Film Editing Service Inc. 
630 Ninth Ave., N. Y. 36, N. Y. Circle 5-4909 
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Project-O-Fex, Inc. 

60 E. 42nd St., N. Y. 17: Murray Hill 7- 
1881; Paul F. Adler, p. 

Animation for tv spots and industrial equip- 
ment; 16 & 35mm. Rear screen projection 
(job can be seen complete before filming). 
Specialize in videotape animations and live 
tv. 


Punch Films Inc. 

155 Fifth Ave, N. Y. 10; Algonquin 
4-2450; Louis Bunin, p; Florence Bunin, 
vp, treas. 

Entertainment and commercial films using 
the stop-action animation film techniques. 


Q.E.D. Productions, Inc. 

45 W. 45th St., N. Y. 36: Judson 2-4291: 
Robert Baron; John McManus. 
Commercials; industrials; sales and tour- 
ist promotion films. 


Q Q Motion Picture & Tv Titles 
247 W. 46th St., N. Y. 36; Circle 7-2126; 
Irving Sheib, p; Joseph Pirolo, tv & art d: 
Jules Eisenberg, prodn m. 

Titles, flip cards, slides, telops, visuals, 
complete art and photographic dept. 


Quartet Films, Inc. 

5631 Hollywood Blvd., Los Angeles 28: 
Hollywood 4-9225; Art Babbitt, p: Ar- 
nold Gillespie, vp, treas; Stan Walsh, vp. 
sec: Leslie A. Goldman, vp chg prodn. 
Complete production services, story, design, 
direction, animation, recording, live action, 
editing, etc., for motion picture cartoons 


and live action for tv commercials and 
films for public information and industry. 


Que Recording 

6233 Hollywood Blvd., Hollywood 28, 
Calif.; Hollywood 4-8351. 

Norman Houlé, p: Dick Romaine, sls m. 
Film recording, dubbing, and re-recording 
services—l6mm-35mm. Own studios and fa- 
cilities. TV film shows, tv film commercials. 
Complete sound studio for radio or tv. 
Sound facilities, 16 and 35mm transfers. 


Radio Features of America 
37 W. 46th St., N. Y. 36; Judson 2-5130; 
Oliver W. Nicoll, exec d. 


Film spot commercials; live shows. 


Radio Television Arts 

3819 Wilshire Blvd., Los Angeles 5; Dun- 
kirk 8-1323; Doria Balli, o. 

Tv live programs; tv film shows; live and 
film commercials; industrial shorts; ani- 
mation, b&w: package tv live shows; pack- 
age tv film shows. 


Rainbow Pictures, Inc. 

1540 Levante Ave., Coral Gables 46, Fla.; 
Mohawk 5-3524: Walter Resce, p: Ruth 
B. Resce, sec-treas; Oscar Barber, prodn 
m. 

Studio facilities; industrials; features; 
commercials. 


Rarig Film Productions (A division 
of Rarig Motion Picture Co.) 
5510 University Way, Seattle 5; Lakeview 














= 








JOHN GART 


Creative Director 








Rapio TELevision Spots PROD. INC. | 


© Musical Creativity | 
© Singing Commercials | 
© Background Scoring 


FOR RADIO and FILM 


Current Credits: 
| GENERAL MOTORS @ SEALTEST 
| HALO @ COCA-COLA 


| 
| | 
| 2 West 46th Street, New York 36, N. Y., Plaza 7-9260 | 





ROGER WHITE 


Sales Rep. 
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2-0707; Max H. Rarig, p; Edith A. 
Rarig, vp-treas; Mrs. Carolyn Dickson, 
sec: James H. Lawless, prodn d; Joe F. 
Nelson,, photography d; Grace Umbarger, 
art d. 

Complete 16 and 35mm b&w and color 
photography; Westrex sound recording and 
sound stage; editing facilities; television 
commercials; complete filmed productions 
and programs. 


Reid H. Ray Film Industries, Inc. 
2269 Ford Parkway, St. Paul 16; Midway 
9-1393; Reid H. Ray, p: R. V. Jeffrey, 
g sls m; Alice M. Griswold, sec. 

Tv film shows; film commercials; educa- 
tional and industrial shorts; animation, 
b&w and color. 


Branch Offices: 

208 S. LaSalle St., Chicago 4; Fi 6-0897; 
Clyde Krebs, vp. 

438 Washington Bldg., Washington 5, D. C.; 
District 7-8729; Frank Haulicek, eastern 
sls m. 


Redlin Productions, Inc. 

19116 Lanark, Reseda, Calif.; Dickens 2- 
8925. 

Tv film shows; film commercials; educa- 
tional and industrial shorts; animation, 
b&w and color. 


Roland Reed Productions, Inc. 
650 N. Bronson, Hollywood 4, Calif.; Ho 9- 
1628; Roland D. Reed; Arthur Pierson, vp 
chg prodn. 

Creation of ideas, storyboards, photographic 
production, animation, full post-production 
and delivery service, also prints. 


Reeves Sound Studios 

304 E. 44th St., N. Y. 17; Oregon 9-3550. 
Complete transcription and film recording 
facilities. 


Carlton Reiter Assoc. Inc. 

165 W. 46th Street, N. Y. 36; Circle 7-3750. 
Slide motion; slide films; animated theatri- 
cals; technical animation, animated art 
service. 


Rembrandt Films, Inc. 

15 E. 48th St., N. Y. 19; Plaza 8-1024; Wil- 
liam L. Snyder, p-o; Joseph C. Bowman 
Jr., special rep. 

Stop-motion puppets commercials and fea- 
tures. 


Republic Television Features 

64 E. Lake St., Chicago 1; State 2-0460; 
Capico Kapps, p; Joseph Kapps, vp 
chg sls: Albert Kapps, prod; D. Daily, 
ae. 

Commercials and syndicated spots. 


Robert Yarnall Richie 
Productions, Inc. 

666 Fifth Ave., N. Y. 19; Circle 6-0191; 
Robert Richie, p; Frank H. Burns, vp. 
Industrials, tv commercials. 


Walter A. Rivers & Associates 
125 Hyde St., San Francisco; Or 3-9162; 
Walter A. Rivers, o. 

Industrial motion-picture productions, tv 
commercials. 
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Riviera Productions 

6610 Selma Ave., Hollywood 28, Calif.; 
Hollywood 2-8585; F. W. Zens, exec prod; 
A. W. Stephenson, assoc prod; Leif Rise, 
assoc prod. 

Complete facilities for production of com- 
mercials for television, as well as indus- 
trial, busi and ¢ cial color motion 
pictures. 


Branch Offices: 
566 Birch, Cleveland 32; Redwood 1-6076; 


Pat Rancati, eastern rep. 
340 Westmoor Blvd., Brookfield, Wis.; Sun- 
set 2-8815; Robert Zens, midwest rep. 





Frederick K. Rockett Co. 

6063 Sunset Blvd., Hollywood 28; Holly- 
wood 4-3183; Arthur J. Sowers, p; F. Stan- 
ton Webb, vp: John J. Hennessy, exec 
prod; Jerome Lipari, studio m. 

Creation and production of industria] mo- 
tion pictures and filmstrips, public-rela- 
tions and corporate-image films, sound 
stage, scene dock, set construction, West- 
rex sound system. Editing and projection 
rooms; mobile video-tape unit. 

Tv commercials, syndicated spots and indus- 
trial films. 


Richard H. Roffman Associates 
675 West End Ave., N. Y. 25; Riverside 9- 
3647; Sophie Speiser, chmn; Richard H. 
Roffman, p; Maurice Roffman, vp; Mal- 
vina Cohn, vp. 


Tv film commercials. 


Roy Rogers Enterprises 

357 N. Canon Dr., Beverly Hills; Crest- 
view 4-6841; Roy Rogers, p; Larry Kent, 
up. 

Tv film shows; film commercials; educa- 
tional and industrial shorts; syndicate 
sound-effects library. 


Rolab Studios 

Sandy Hook, Conn.; Garden 6-2466; Henry 
Roger. 

Commercials and syndicated spots. Services 
to producers. Consultants to highly techni- 
cal camera work. 


Roquemore Films 

44 Mt. Vernon Blvd., Hamburg, N. Y.; 
Na. 7-3876; Everett E. Roquemore, d. 
Tv film commercials; educational and in- 
dustrial shorts; newsreels; music and 
sound-effects library; tape recorders. 


Ross-Gaffney, Inc. 

45 W. 45th St., N. Y. 36; Judson 2-3744; 
Angelo Ross, p: James Gaffney, vp. 
Complete editorial, music and recording 
services. 


Cy Roth Productions 

1148 S. Shenandoah St., Los Angeles 35; 
Bradshaw 2-6884; Cy Roth, p. 

Tv film shows; tv film commercials; soun- 
dies; educational and industrial shorts; 
religious films; animation, b&w and color. 


Danny Rouzer Studio 

7022 Melrose Ave., Hollywood, Calif.; Web- 
ster 6-2494; Danny Rouzer, o. 

Filmed audition-tests for commercials; 


kinescopes; publicity newsreels, studio 
rental. 


RTS Productions 

2 W. 46th St, N. Y. 36; Plaza 7-9260; 
John Gart, p; Roger White, sis rep. 
Creation, writing and production of musi- 
cal and singing commercials and tv back- 
ground scoring. 


Jack Russell & Assoc. 

203 N. Wabash Ave., Chicago 1; State 2- 
2818; Jack Russell, p. 

Talent reps; tv film reps; jingle writing 
and production. 


Hal Rumel 
49 W. Broadway, Salt Lake City. 


Industrials and commercials. 


Sande & Greene, Inc. 

Musical Creative & Production Consultants 
8400 Sunset Blvd., Hollywood 46, Calif.; 
Oldfield 6-0300; 55 W. 53rd St., N. Y.; 
Judson 6-2388; Robert Sande, p; Larry 
Greene, exec vp; Pat Carson, asst sec. 
Radio and tv shows and commercials; mu- 
sical ID's. 


Sarra, Inc. 

200 E. 56th St., N. Y. 22; Murray Hill 8- 
0085; 16 E. Ontario St., Chicago 11; 
Whitehall 4-5151: Valentino Sarra, p; 
Morris D. Behrend, exec vp & gm: Rex 
Cox, creative d; John Henderson III, tv 
sls m (N. Y.): William Newton, m (Chi- 
cago); Marvin Bailey, tv prodn m (Chi- 
cago). 


Saturn Films, Inc. 

1148 S. Shenandoah St., Los Angeles 35; 
Bradshaw 2-6884; Cy Roth, p & prod. 
All film commercials, but no animation 
services. 


Raymond Scott Enterprises, Inc. 
140 W. 57th St., N. Y. 19: Plaza 7-5685; 
Raymond Scott, creative d; Charles Bar- 
clay, m. 

Creates music and special effects for tv 
and radio commercials; jingles; tv scor- 
ing: industrial films; The Jingle Work- 
shop; Sounds Mechanique. 


Scott-Textor Productions Inc. 

333 E. 46th St., N. Y. 17; Yukon 6-3850; 
Keith Textor, p; Alan Scott, treas. 
Radio and television musical commercials, 
television musical film tracks, custom rec- 
ords. 


Sel Animation, Inc. 

75 W. 45th St., N. Y. 36; Circle 5-6781; 
Lou Marcus, p; Ed Feldman, vp; Stan 
Beck, treas. 

Animated ty commercials; complete art, 
titles, promotionals, industrials, camera 
service, film strips, telops, slides, flips, 
storyboards on film, special tv service. 


Albert Semels Studio Inc. 

165 W. 46th St., N. Y. 36; Circle 5-6806; 
Albert Semels, p; Milton R. Roth, vp 
& prodn m. 

Animation photography, filmograph, slide 
film, special photographic effects and art 
service. 


Jack Shafton’s Puppet Masters 
2368 Stanley Hills Drive., Hollywood 46, 
Calif.; Oldfield 42350; Jack Shafton, o. 
Tv live programs; tv film shows; live and 
film commercials; educational and indus- 
trial shorts; special effects; sound design; 
animation via puppets. 


Shamrock Studios 
707 Nicolet Ave., Winter Park, Fla.; Robert 
St. Vincent Pollock, vp. 


Sharpe-Lewis Productions 

9336 W. Washington Blvd., Culver City, 
Calif.; Upton 0-2931; Don W. Sharpe, 
p: Warren Lewis, exec vp. 

Tv film shows; tv commercials; package 
tv film shows. 

Branch Office: 

220 Madison Ave., N. Y.; Murray Hill 5- 
5683; Don Sharpe, p; Warren Lewis, exe: 
vp. 


Signature Music, Inc. 
240 E. 53rd St., N. Y.; Murray Hill 8-5068. 
Producer of musical commercials. 


Al Simon Productions 

General Service Studios, 1040 N. Las 
Palmas, Hollywood 38, Calif.; Ho 9-9011; 
Al Simon, p: John Nicolaides, compt. 
Producer of programs and commercials. 


Sixteen Screen Service Co. 

6710 Melrose Ave., Hollywood 38, Calif.; 
Webster 9-1491; Homer O’Donnell, o. 
Tv film shows; tv film commercials; educa- 
tional and industrial shorts; animation, 
b&w and color; sound or laboratory facili- 
ties and services. 


Skelton Studios 

1416 N. La Brea Ave., Hollywood 28, Calif. ; 
Hollywood 9-2731; Red Skelton, p; Charles 
Luftig, exec vp; Edward M. Hillie, studio 
m. 

Producers of live, taped and filmed tv 
programs; industrial films and commer- 
cials in color and monochrome; RED-EO- 
TAPE mobile tv units. 


Sleeping Giant Films, Inc. 

3019 Dixwell Ave., Hamden, Conn.; David 
K. Harris, pres.; Anthony Guorino Jr., vp & 
treas. 

16mm and 35mm complete production serv- 
ice; animated spots. 


Fletcher Smith Studios, Inc. 
319 E. 44th St., N. Y. 17; Murray Hill 5- 
9010; Fletcher Smith, p; Arthur J. Davis, 
vp; Peter Caldera, sec-treas. 








THE ONLY 
GUARANTEED 
FILM SCRATCH 
REMOVAL SERVICE! 


Guaranteed RAPIDWELD process restores used, 
worn film, removes scratches — RAPIDTREAT 
protects new film. 

Add hundreds of showings to any film! Cut costs 
drastically! 

See how Rapid’s unusual low cost saves thousands 
of film dollars for top-name clients—and precious 
hundreds for smaller accounts. Send for VALU- 
ABLE informative booklet ON FILM CARE. 


“The Film Doctors” 
Rapia FILM TECHNIQUE, INC. 
37-02 27th St., Long Island City 1, N. Y. 


*‘New Life For Old Film 
Long Life For New Film”’ 
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LV. spot editor 


Sponsored by one of the leading film producers in television 





Again, stop-motion is effectively used to sell 
Drano. This time a plunger is added to the cast 
and joins two wrenches who are bemoaning the 
fact that they have no work, since the lady of 
the house has been using Drano in every drain. 
These inanimate objects become the stars in 
another hilarious stop-motion selling conversa- 
tion about Drano. 

Produced by SARRA for THE DRACKETT 
COMPANY through YOUNG & RUBICAM, 


INC. grrr — 


New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 
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Animated titles “Soft, White and Bright” ...swish 
to the rhythm of the snow-white petticoat of a 
cute little girl dancing with her pet white poodle, 
to effectively illustrate “It’s the Calgon Rinse that 
makes the difference.” The spot closes with an 
added element of fantasy as the little girl dances 
out from behind the Calgon box atop a washer. 

Produced by SARRA for the CALGON CO. 
through KETCHUM, MacLEOD & GROVE, 


INC. grin 


New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 





With the artistic use of close-ups, the new West- 
inghouse bulb is introduced as it magically lights 
upon entering the scene, casting a soft glare-free 
light on the loveliness of the girl. This simplicity 
in staging helps emphasize the Westinghouse 
presentation of “The only modern light bulb in 
35 years”. . . a better looking new shape for the 
best light for seeing ever developed. 

Produced by SARRA for WESTINGHOUSE 
ELECTRIC CORPORATION through McCANN- 
ERICKSON ADVERTISING (U.S.A.). 


Bink 


New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 





The scene of a typical, kindly grandmother with 
a grandson “snitching” some potatoes before they 
are served, immediately sets up a natural human 
interest situation for this French’s Instant Mashed 
Potatoes spot. Appetizing food photography and 
added product identification (grandmother's dis- 
covery of French’s Oven Ready Scalloped Pota- 
toes in the supermarket), make this spot another 
“selling” commercial. 


Produced by SARRA for THE R. T. FRENCH 





h COMPANY through J. WALTER THOMPSON 
COMPANY. 

a 

‘ Binkier- 

e New York: 200 East 56th Street 
n Chicago: 16 East Ontario Street 
8 
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+ De all 
. 


The naturalness of a child’s love for drawing is 
used to good advantage as a charming little girl 
draws a happy face to illustrate the effectiveness 
and pleasant taste of St. Joseph Aspirin for Chil- 
dren. This is one of a series of spots which point 
t out that more doctors recommend, and more 
mothers use, St. Joseph Aspirin for Children than 
all other leading pain relief tablets. 

Produced by SARRA for PLOUGH, INCOR- 
PORATED through LAKE-SPIRO-SHURMAN, 


INC. gi 


New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 





SELF POUSINE The question . . .“What does Klear Floor Wax 
do?”. . . is musically answered by . . .“Ask any 
bright floor.” At this point a believable woman 

_ demonstrator shows the familiar glass test which 
proves that Klear “never yellows.” Beautiful 
FLOOR WA _ oa room and floor shots add factual weight to the 

. , im commercial message. 


Produced by SARRA for S. C. JOHNSON & 
SON, INC. through FOOTE, CONE & BELDING, 


INC. gine 


New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 
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Would you like to see some of EARRAS most recent commercials? 


WRITE DEPT. T. AT EITHER STUDIO 


, BR 
‘ NEW YORK: 200 EAST 56th STREET. gr 





.. CHICAGO: 16 EAST ONTARIO STREET 


December 26, 1960, Television Age 99 














good with eggs; bad in com- 
mercials. Wilbur Streech 
Productions takes the ham 
out... puts results in. Next 
time, call in Wilbur Streech 
Productions. 


Guarantee: our commer- 
cials never leave you with 
egg on your face. 





ASK MIKE KRAFT 
TO SHOW YOU HIS 
SAMPLE REEL 


" Bea 
WILBUR STREECH PRODUCTIONS, INC. 


135 W. 52nd ST. NYC WU 2-3816 

















OUR COMPETITORS 
CREATE MARVELOUS 
MUSICAL 
COMMERCIALS 


That's why we at Robert Swan- 
son Productions, Inc. point with 
particular pride to our continued 
position of leadership in this very 


exacting field. 


Robert be P. esilindibucs 


689 FIFTH AVENUE 
NEW YORK 22, N. Y. 


Telephone: MUrray Hill 8-4355 
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Industrial films; opticals; projection; tv 
commercials; sound recording; sound 
shooting stage; animation; editing. 


Walter Harrison Smith 
Associates, Inc. 

40 E. 40th St. N. Y. 16; Mu 3-5820; 
Walter Harrison Smith, p. 
Producer-distributor of industrial and pub- 
lic-relations films; commercials. 


Sound Masters, Inc. 

165 W. 46th St, N. Y. 36; Plaza 7-6600; 
Fancis Carter Wood Jr., p & treas; W. 
French Githens, chmn of bd; John H. 
Tobin, vp; Chas. Adams, vp; Marian L. 
Price, sec. 

Production of motion pictures for theatrical 
and industrial use; sales, public-relations 
and training films; tv subjects and spots; 
slidefilms, dubbing, recording and re-re- 
cording services. 


Soundac Productions, Inc. 

Post Office Box, Hollywood, Fla.; Wabash 
3-8426; Robert D. Buchanan, p & gm: 
Jack Schleh, prodn m;: Bob Biddlecom, 
tech d; Fran Noack, art d. 

Animated and live-action l6mm_photog- 
raphy; Produce film commercials, business 
films, and animated syndicated services and 
cartoon packages. 


Southwest Film Laboratory, Inc. 
3024 Ft. Worth Ave., Dallas 11; Whitehall 
6-2184; Jack A. Hopper, vp; Norman E. C. 
Naill, prodn service m. 

Completely equipped 40’x70’ sound stage, 
full line of 16mm production equipment, 
laboratory, sound, editing, art and anima- 
tion facilities. Complete producer's service. 


Spotlite News, Inc. 

607 N. La Brea Ave., Los Angeles 36; 
Webster 8-2191; Marcia J. Walker, p: W. 
A. Blanchard, vp; Rex Metz, prodn sup. 
Film and editorial facilities; ty commer- 
cials and tv newsreel productions. 
Branch Office: 

60 W. 46th St., N. Y. 36; Circle 5-0770; 
Ben Greenberg, vp. 


Stammco, Inc. 

291 S. LaCienega Blvd., Beverly Hills; 
J. Harry Ebbert, p. 

Producers of sales, training, advertising 
marketing, merchandising, counseling and 
organizational film and transcription pro- 
grams; tv film commercials; filmed indus 
trial, commercial and theatrical shor’ «ir 
jects; sound-slide films and recora- 


Stanley-Marshall Tv Productions 
1454 Peerless Place, Los Angeles 35; (Cr 
4-5279: John Jay Franklin, prod. 
Produce tv commercials. 


Stars, Inc. 

123 N. Poplar St., Charlotte, N. (.; Ed 3 
6151; T. D. Kemp Jr., p. 

Tv live and film shows; live and film com 
mercials; package tv live shows. 


Stock Shots to Order, Inc. 

550 Fifth Ave., N.Y 36; Circle 6-06: 
R. A. Pheelan, p; Helen C. Miller, vp; 
A. Lipsitz, treas; ‘Morton Greene, sec; 
Anthony Brook, gm; K. Blake, chf librar- 


tan. 


Stock film library, 16 & 35 mm, b&w/color; 
produce special film materia] to order for 
tv programs and commercials; i.e. rear 
projection plates, inserts, backgrounds. 


Stockdale & Co. 

200 E. First St., Salt Lake City 11; Elgin 
5-5511; C. L. Stockdale, p & o. 

Tv commercial films, industrials, 16mm and 
35mm. 


Fredric Stoessel, Inc. 

119 W. 57th St., N. Y.; Judson 2-6979; 
Frederic Stoessel, p. 

Ready-made animated commercials. 


Storyboard, Inc. 

160 Riverside Dr., N. Y. 24; Tr 3-7207; 
John Hubley, p. 

Animation and live-film production. 


John G. Stratford Film Corp. 

7 Central Park W., Rm. 233, N. Y. 23; 
Judson 6-7390; John G. Stratford, p. 
Tv film commercials; educational and in- 
dustrial shorts; animation, b&w; package 
tv film shows; import film; film iibrary. 


Jack Strausberg Productions 

920 N. Michigan Ave., Chicago 11; White- 
Commercials and syndicated spots. 

hall 4-3941; Jack Strausberg, p. 


Wilbur Streech Productions, Inc. 
135 W. 52nd St., N. Y. 19; Judson 2-3816; 
Wilbur J. Streech, p; Michael Kraft, vp- 
sls: S. J. Hazard, assoc prod. 

Live-action, stop-motion, animation for tv 
commercials and industrial films; story- 
board creation and musical jingle produc- 
tion. 


Sturgis-Grant Productions, Inc. 
322 E. 44th St., N. Y. 17; Murray Hill 
9-4994: Warren Stugis, p; Benedict 
Magnes, vp & gm; Sidney Milstein, vp 
chg prodn; A. E. Snowden, sec-treas; 
Richard A. Kent, spec asst to p; Anthony 
Delmar, art d. 

Sound stage, 35mm and l6mm cameras, 
full art dept., animation camera, special- 
effects cameras, recording facilities, script- 
writing staff, storyboards. 


Bill Sturm Studios, Inc. 

49 W. 45th St., N. Y. 36; Judson 6-1650; 
William A. Sturm, p & stop motion d; 
Orestes Calpini, sec & creative d; 
Nicholas D. Newton, vp sls.; Don Mc- 
Cormick, vp d_ studio optns; Kenneth 
Walker, animation d; Jacques Dufour, hd 
designer. 

Producers of live action, animation and 
stop motion films for tv and industry. 


Sun Dial Films, Inc. 

341 E. 43rd St., N. Y. 17; Murray Hill 
6-2046-7: Samuel A. Datlowe, p. 
Commercials, syndicated spots and indus- 
trial films. 


John Sutherland Productions, Inc. 
201 N. Occidental Blvd., Los Angeles 26; 
Dunkirk 8-5121; John Sutherland, p; 
Charles Bordwell, vp. 

Animation and live action. 

Branch Office: 

408 W. 34th St., N. Y. 1; Oxford 5-7450. 





» 
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Suzari Marionettes 

119 E. 17th St., N. Y. 3; Gramercy 3-6699; 
Dorothy Zaconick, d. 

Tv live and film shows; live and film com- 
mercials; educational and industrial shorts; 
religious films; package tv live and film 
shows. 


Branch Office: 


830 Regent Dr., Westbury, L. L; Edge- 
wood 4-1481; Ruth Waxman, p. 


Robert Swanson Productions, Inc. 
689 Fifth Ave., N. Y.; Murray Hill 8-4355; 
Robert Swanson, p: Rolf Johnson, sls. 
Creation of musical commercials for tv 
and radio in all phases. 


Swanstrom Productions 
7657 Melrose Ave., Hollywood 46, Calif.; 
We 5-8680; Carl Swanstrom, o. 
Producer of industrials and commercials. 


Swift-Chaplin Productions, Inc. 
1136 N. Highland Ave., Hollywood 38, 
Calif.; Charles Chaplin, p; Howard 
Swift, exec vp; Harry Hinkle, sec-treas; 
Miles E. Pike, vp. 

Commercials and syndicated spots. 


Talking Pictures, Ltd. 
28 Bruton St., London W1, England; 
Myron L. Broun, m d. 


Teaching Aids Service, Inc. 

31 Union Sq. W., N. Y. 3; Wa. 9-3635; 
Miss Gertrude Jacobss, p. 

Tv film commercials, soundies; educational 
and industrial shorts; animation, b&w and 
color; tv scripts; export and import film; 
rent studios & facilities, sound or labora- 
tory facilities & services. 


Technical Animations, Inc. 

19 South St., Port Washington, N. Y.; Po 
7-3153; Stanley L. Schwartz, p. 

Custom prepared Technamations for film 
animations. 


Technisonic Studios, Inc. 
1201 Brentwood Blvd., St. Louis 17; Park- 
view 7-1055; Charles E. Harrison, p; 
Edward H. Canter, vp; Lila H. Fritschle, 
sec; Annette M. Harrison, treas. 
16/35mm commercial film-sound studios. 


Telecine Film Studios, Inc. 

100 S. Northwest Highway, Park Ridge, 
Ill.; Ta 3-1418; Byron L. Friend, p. 

Tv commercials, tv programs, color and 
b&w, studio or location. 


Telefilm, Inc. 
6039 Hollywood Blvd., Hollywood 28, 
Calif.; Hollywood 9-7205; J. A. Thomas, 


p. 

Tv film commercials; industrial motion 
pictures; animation, special effects, titles, 
slides, b&w and color duplicating; sound 
recording; music library; sound effects li- 
brary; rental stage; process film; com- 
plete 16mm motion picture technical serv- 
ices. 


Telemat 

433 S. Fairfax Ave., Los Angeles 36; Web- 
ster 3-5731; Alan Wise and Sidney V. Free- 
man, Ps. 

Library service of animated cartoon com- 
mercials which may be adapted by stations 





for local accounts. Also, custom film com- 
mercials both live and animated. 


Telemated Motion Pictures 

415 Lexingten Ave., N. Y. 17; Yukon 
6-3655; S. S. Taffet, prod-d. 

Production of tv commercials, industrial & 
training films, filmographs. Animation and 
live action; 35mm & 16mm; color and 
b&w. 


Telepix Corp. 

1515 N. Western Ave., Hollywood 27, Calif.; 
Hollywood 4-7391; Robert P. Newman, 
p; Pat Shields, prodn m. 

Tv film shows: live and film commercials; 
education and industrial shorts; anima- 
tion, b&w and color; music effects; tv 
talent; syndicate sound-effects library; 


rent studios & facilities; sound or labora- 
tory facilities & services. 

Branch Offices: 

925 Harrison St., San Francisco; 6620 
Diversey, Chicago 35; Tu 9-6636; Stanley 
F. Anderson; Jack A. Boston. 

Foreign Office: 

London, England. 


Telescene Film Productions Co. 
287 Tenth Ave., N. Y. 1; Chickering 4- 
0122; Robert D. Tobias, o. 

Tv producer and distributor of syndicated 
programs. 


Television Broadcasting 
Service, Inc. 
91 Central Park West, N. Y. 23; Trafalgar 


NAIL DOWN YOUR PROFITS! 





























Cameras: 16mm & 35mm—Sound 
(Single or Double System)—Silent 
Speed 







Lighting: Arcs—incandescents 
—S pots—Floods—Dimmers— 
Reflectors—All Lighting Accessories 


Generators: Portable—Truck 
Mounted 






Sound Equipment: Magnetic— 
Optical—Mikes—Booms 


Grip Equipment: Paraliels— 
Goboes—Other Grip accessories 


Cranes, Dollies: Crab—Western— 
Portable Panoram 










Lenses: Wide angle—Zoom—Tele- 
photo—Anamorphic 






Editing Equipment: Moviolas 
—Viewers—Splicers—Rewinders 


Projection Equipment: |6mm & 
35mm—Sound & Silent—Slide— 
Continuous 


Television: Closed Circuit TV 





Camera Cars: 





*CECO—Trademark of Camera 
Equipment CO. 


| Why be equipment-rich, but profits 





poor? If your main concern is mak- 
ing money, investigate full-service 
leasing from CECO. Some of Amer- 
ica’s largest corporations have such 
arrangements with us. Renting your 
cameras, lights, sound recorders and 


GAMERA 
Sell] Tiaig Ore 


1A 
+ 


In Hialeah, Florida: 





FROM 





CAMERAS: LIGHTS 


ACCESSORIES 


accessories puts the problem of 
maintenance where it belongs—in 
the hands of factory-trained experts. 
Your accountant will explain the 
savings of renting versus buying. 
Want to talk about it? Call JUdson 
6-1420. Today! 


ies F&F Ff Ff Ff Ff FF F | 
Camera Equipment Co., Inc. 
Dept. 14, 315 W. 43rd St., N. Y. 36, N. Y 4 
Gentlemen: Please rush me your FREE complete 
catalogue of Rental Equipment. 
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7-2372: William R. Riddle, p-o. 
16mm & 35mm sound films, color or b&w, 
open-end commercials for tv, animation, 
regular film commercials, slides, travelogs, 
industrial films, film rentals, package 
shows; resort, mining, oil films; feature 
film rentals, “live” tv productions, scripts, 
safety films; video tape productions, color 
and b&w, in studio, and on location, re- 
mote tv tape productions, commercials, and 
package shows. 

Studio Office: 

735 Bergan Blvd., Ridgefield, N. J. 
Branch Offices: 

39 Academy Rd., Caldwell, N. J.; Cald- 
well 6-4272: Irwin L. Werfel, regional sls 
m. 

1444 Bewick Ave., Detroit 14; Valley 2- 
0092; Rodney B. Hershey, district sls m. 
12 Maple St., Hensonville, N. Y.; Wind- 
ham 241 & 251: Jack Averill, district sls 


m. 


Television Commercials Inc. 
Paramount-Sunset Studios, 1456 N. Bron- 
son Ave., Hollywood 28, Calif.; Hollywood 
2-6282; Harry W. Loud, p. 

Tv commercials; industrial films; anima- 
tion; videotape commercials and produc- 
tion; 5 sound stages; casting; technical 
dept.; optical and special effects; art dept.; 
editorial dept.; mattes; inserts; animation; 
sound; music; location. 


Television Graphics, Inc. 


369 Lexington Ave., N. Y. 17; Murray Hill 
6-5255; Bernard Rubin, Lee E. Blair, 








Michael Alexander, Charles Powers, Ed- 
mond Witalis, ds; Theodore Pahle, cam- 
eraman; Don Towsley, animation d; Bob 
Franz, d special affects; Howard Linkoff, 
rep. 

Live action; animation; special effects: 
stop motion, time lapse, combinations of 
live and animation. 

Studios: 

429 W. S4th St, N. Y.; 3 W. 6lst St, 
x. ¥. 


Television Screen Productions, 
Inc. 

17 E. 45th St., N. Y. 17; Murray Hill 2- 
8877; Charles J. Basch Jr., p; Frances 
Scott, vp & sec; Clarence Schmidt, treas. 
Tv commercials, film programs, industrial 
& training films—b&w or color; 35mm or 
16mm; animation or live talent. 


Termini Video Tape Services, Inc. 
1440 Broadway, N. Y. 18; Pennsylvania 6- 
6323; Anthony Termini, p. 

Full videotape facilities; tv studio—35mm 
kinescopes—editing, screening rooms— 
close circuit; and mobile  video- 
tape unit for location programming any- 
where in the United States. 


Terrytoons, a division of CBS 
Films, Inc. 

38 Centre Ave., New Rochelle, New York; 
New Rochelle 2-3466; William M. Weiss, 
vp & gm; Frank Schudde, prodn m. 
Production of animated theatrical shorts; 
television programs and commercials. 


Sales Office: 
545 Madison Ave., N. Y.; Plaza 1-2345; 
John J. Heffernan, sls m: Arthur E. 
Bartsch, d of commercials: Eli Bauer, 
designer. 


Theodore Productions, Inc. 

730 Fifth Ave., N. Y. 19; Judson 6-4312; 
Rex Marshall, p: George F. Foley, vp; 
Patricia L. Perkins, sec. 

Commercials, syndicated spots and indus- 
trial films. 


Titra Sound Corp. 

1600 Broadway, N. Y. 19; Plaza 7-6681. 
Complete sound sérvice and English and 
foreign language dubbing for the tv and 
motion picture industries. 


Toddy Pictures Co. 

148 Walton St., N.W., Atlanta 1; Murray 
8-3117; Ted Toddy, p; James L. Roberts, 
sls m. 

Tv film shows; live commercials; indus- 
trial shorts; package tv film shows; sound 
or laboratory facilities & services. 


Tomlin Film Productions, Inc. 
480 Lexington Ave., N. Y. 17; Yukon 
6-5090; Frederick A. Tomlin, p; Carl A. 
Tomlin, vp & bus m. 

Producer of industrials and commercials. 


Town & Country Network, Inc. 
4000 Albemarle St., N.W., Washington, 
D. C.; Emerson 3-8110; Connie B. Gay, 
chmn bd & p. 

Country & western talent and production 
of film commercials. 





 cresPyrry 


Bringing the exact effect and flavor of the client’s and the 
agency’s creation intact to the television screen . . . that is 
CreaTVity. It is hard to define but easy to recognize in any 
good commercial. It requires the total effort of a crack produc- 
tion team, working with the most modern equipment. 


CreaTVity is the reason the finest agencies choose Audio Pro- 
ductions to serve their most valued clients, again and again. 


AUDIO 


PRODUCTIONS, INC. 
630 Ninth Ave., N. Y. 36, N. Y. ¢ PL 7-0760 
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Transfilm-Caravel Inc. 
Executive Offices: 

35 W. 45th St., N. Y. 36; Judson 2-1400; 
Studios 20 W. End Ave., N. Y. 23: Circle 
7-6107; William Miesegaes, p; Michael A. 
Palma, exec vp; David I. Pincus, sr vp; 
Leroy Wardwell, sec-treas; Calhoun C. Me- 
Kean, vp, motion picture prodn; William 
E. Huston, vp, tv commercials sls; Joseph 
F. Kilmartin, vp, bus pgm services; An- 
drew L. Gold, vp, government services; 
William Burnham, Gordon Crowe, Pud 
Lane, Peter A. Griffith, vps, aes; E. H. 
Moss, d, training pgm services; Thelma L. 
Allen, Paul A. Minor, Robert Melahn, aes; 
Chris Herfel, exec prod; James Rose, prod- 
d; Robert C. Jacques, sup ed; Albert Boy- 
ers, pr d. 

Affiliate: 

Transfilm-Wylde Animation, 20 W. End 
Ave., N. Y. 23: Circle 7-6107; Robert B. 
Bean, Fred Levinson, exec prods; Joseph 
C. Bernstein, prod-d; Ed Seeman, anima- 
tion d; Marvin Friedman, art d, tv; Frank 
Furio, art d, industrial. 

Tv commercials, industrial films, complete 
art and animation service, sound slide 
films, sales and business meetings, sales 
training programs, convention, industrial 
shows, closed circuit tv and entertainment 
packages. 


Triangle Productions 
5746 Sunset Blvd., Hollywood 28, Calif.; 
Hollywood 4-7119; LeRoy M. Smith, p; 
Robert G. Walker, sec-treas. 


Tv Art, Inc. 

7 N. 7th St., St. Louis 1; Central 1-4575; 
Daniel Bishop, p; William Hunn, prodn m. 
Tv film shows; tv film commercials; anima- 
tion, b&w; package tv film shows; tv 
talent; tv scripts. 


Tv Dept. of National Transit 
Advertising 

120 East 56th St., N. Y. 22; Plaza 1-5090; 
Charles M. Amory, p; Mary M. Dillon, 
sec. 

Producer of commercials. 


Tv & Motion Picture Productions 
117 E. Main St., Richmend 19, Va.; Milton 
3-4444; John C. Wood, p; Fred L. Frech- 
ette, up. 

Animation; laboratory (16mm) facilities 
and services; film spot commercials, indus- 
trial and educational films; newsreels and 
special events, slides and slide film com- 
mercials; recording facilities, studio facili- 
ties for rent, complete editing services. 


TV Recorders 

6054 Sunset Blvd., Hollywood 28, Calif.; 
Hollywood 9-8201; Lawrence A. Aicholtz, 
p. 

Production recording; re-recording on all 
types of magnetic film; transfers to any 
type of optical negative. 


| ey MAY 
elie mal Sill ime tel laile), F 
EDITORIAL and TECHNICAL SERVICES 


RB For Better FILMS 


CREATIVE EDITING AND COMPLETE 
PERSONAL SUPERVISION 
JOSEPH JOSEPHSON 45 West 45th St 
Circle 6-2146 New York 36 







Tv Spots, Inc. 
1037 N. Cole Ave., Los Angeles 38, Calif.; 
Hollywood 5-5171; Shull Bonsall, p; 
Bob R. Ganon, vp & gm; Samuel Nichol- 
son, vp & creative d; David Hoffman, 
prodn m. 

Animated and live action television film 
commercials and industrial films; animated 
entertainment films for television. 


T-V Visuals Inc. 

(formerly Kling Studios Syndicated Com- 
mercials Div.) 

20 N. Wacker Dr., Chicago 6; Central 6- 
8955; Alfred D. LeVine, p: Robert B. 
Eirinberg, sec. 

Syndicated television commercials; .live 
action; animation; color; l6mm & 35mm 
b&w and color. 


William Tytia Productions Inc. 
40 W. Sith St N. Y.; Circle 6-8561; 
William P. Tytla, p & d; Richard Saun- 
ders, prodn m; Ruth Gross, asst d; Gwynne 
Boll, asst to p. 
Animated « 





cials. 


Richard H. Uliman, Inc. 

295 Delaware Ave., Buffalo 2, N. Y.; Cleve- 
land 2066; Richard H. Ullman, p; 
Richard B. Ullman, vp; Marvin A. Kemp- 


ner, exec up. 
Animation and live sequences. 
Branch Office: 


570 Fifth Ave., N. Y.; Circle 5-3111; Rich- 
ard B. Ullman, vp. 


Unifilms, Inc. 

6 E. 46th St., N. Y. 17; Yukon 6-5720; 
Charles E. Gallagher, p. 

Tv commercials; tv program inserts; tv 
public service material; tv news and fea- 
ture coverage; tv programs, industrial films. 


United Film & Recording Studios 
301 E. Erie St., Chicago 11; Superior 
7-9114; William L. Klein, p & exec prod; 
Jack Major, d-film commercial div; Larry 
Wellington, creative musical d; Marilyn L. 
Friedel, nat d pr. 

Creators and producers of motion pictures 
for business & industry, spot announce- 
ments & musical jingles for radio and tele- 
vision, package shows for television. 
Branch Offices: 

17 E. 45th St., N. Y. 17; Oxford 7-0725; 


Herbert Rosen, eastern rep. 
425—13th St., N. W., Washington 4, D. C; 
Sterling 3-2951; Ken Buchanan, Washing- 


ton rep. 


United States Productions, Inc. 

5 East 57th St., N. Y. 22; Plaza 1-1710; 
Francis C. Thayer, p; Thomas H. Wolf, 
exec vp and treas; Rene Bras, sec; John 
L. Thayer, asst sec. 

Producers of industrials, commercials, med- 
ical and theatrical films and programs. 
Branch Offices: 

116 Washington Ave., Albany, N. Y.; Al 
3-4827; Thomas G. Carroll. 

1714 Hundy, Houston 19; Ja 2-6544; Bar- 
bara Attwell. 


UPA Pictures 
4440 Lakeside Dr., Burbank, Calif.; Thorn- 








‘Moines 
NK 


MoT 


0 

Their modern “Motor 
Bank” and an old time 
Marching Band _ leader 
got together for lowa Des 
Moines National Bank. 
The cadence was double 
time as the green back 
laden Iowans marched in. 


Drawn by an old counterfeiter at 


PANTOMIME PICTURES, INC. 


8961 Sunset Boulevard 
Hollywood 46, California 





FORD e 


SCOTTIES 


JERRY JEROME 





PRODUCTIONS, 


ferry Jerome Productions 


Producers of 


Award winning musical commercials 
DUAL FILTER TAREYTON 
READER'S DIGEST « 


BRILLO 
MENNEN 


Inc. 


1 SNAPDRAGON LANE / ROSLYN HEIGHTS, N.Y. / MAvrairn 1-4567 / SUSQUEHANNA 7-5400 
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wall 2-7171; Harry G. Saperestein, p; Hal 
Elias, studio m. 

Animated and live action tv commercials; 
all types animated films for industry, sales 
promotion, tv entertainment and education. 
Branch Office: 

60 E. 56th St, N. Y. 22; Plaza 8-1405. 


Thomas J. Valentino Inc. 

150 W. 46th St., N. Y. 36; Circle 6-4675; 
Thomas J. Valentino, p; Michael  T. 
Valentino, vp; Elsie F. Valentino, sec. 
Background music for video recording, 
television films, documentary films and 
slide films. 


Van Praag Productions, Inc. 

1600 Broadway, N. Y. 19; Plaza 7-2687; 
William Van Pragg, p; Mare S. Asch, 
exec vp; Ralph Porter, d of prodn; Hal 
Persons, a sup; Daniel Karoff, prodn m; 
Oscar Canstein, chf ed; Robert Van Pragg, 
distribution; Anita M. Palumbo, bus m; 
Lois Gray, accounting. 

16mm and 35mm, b&w and color motion 
pictures for commercial, industrial, edu- 
cational, promotional, documentary and 
theatrical presentation; slidefilms and dis- 
tribution. 

Branch Offices: 

2301 Dime Bldg., Detroit 26; Woodward 
2-4896; Frank R. Stephan, vp. 

3143 Ponce de Leon Blvd., Coral Gables, 
Miami, Fla.; Highland 43191; Maurice 
Van Praag, gm. 

6269 Selma, Hollywood, Calif.; Hollywood 
2-2341; J. Vallair, gm. 


Vavin, Inc. 

236 E. 46th St., N. Y. 17; Murray Hill 
2-4624; Richard de Rochemont, p chmn 
of bd; Gerald E. Weiler, exec vp; Joseph 
Stultz, vp; Ruth Teksmo, sec, asst treas. 
Production filmed tv commercials, indus- 
trial and public relations films domestically 
and abroad. 


Branch Office: 


72 Blvd. Raspail, Paris, VI, France; Littre 
99-61; Mme. Yvonne Oberlin, m. 


Versatile Television Productions, 
Inc. 
324 Broadway, Cape Girardeau, Mo.; Edge- 








Create the RIGHT mood every time 
with the 


MAJOR MOOD 
MUSIC LIBRARY 


MAJOR offers you a full twenty hours 
of mood music for titles, bridges, 
backgrounds. 

WRITE FOR FREE CATALOGUE 


THOMAS J. VALENTINO, INC. 


Established 1932 
150 WEST 46th STREET 
New York 36, New York—Cl-6-4675 








Animal Talent Scouts Inc. 


COME MEET US 
AND BE SURE OF THE 
ANIMALS YOU USE 


331 W. 18 St, WY.C, 11, CH 3-2700 
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water 5-8816 TWX: Cape Girardeau 968; 
Robert O. Hirsch, p; Blaine Baker, m. 
Live action and animated commercials, syn- 
dicated spots and industrial films. 


Videart, Inc. 

480 Lexington Ave., N. Y. 17; Murray Hill 
2-2363-4; Joe Zuckerman, p. 
Animation specialists; optical 
phy; motion picture prodn aids. 


photogra- 


Video Crafts, Inc.,(for tv) & 
Arthur Rankin Jr. Associates 
(for industry) 

116 E. 30th St., N. Y. 16; Oregon 9-6030; 
Arthur Rankin, Jr., p; Rene Mechin, 
sls m; Peter Turnquist, contact; Curt 
Iverson, art d. 

Animation, stop motion puppets, slidefilms; 
motion pictures; tv art. 

Branch Offices: 

1240 27th St., N. W., Washington, D. C.; 
Barbara Freygang. 

13, 2-Chome Higashi Ginza, Chu-Ku, Tokyo, 
Japan, Kizo Nagashima. (Production of 
animated & stop motion puppet films in 
exclusive association with Japan Animation 
Producers Assn.) 


Videotape Productions of New 
York, Inc. 

205 W. 58th St., N. Y.; Judson 2-3300; 
Howard S. Meighan, p; John B. Lanigan, 
vp & gm; Charles Holoen, prodn m; Her- 
bert W. Hobler, sls m; Donald R. Collins, 
chf engineer; Edgar Grower, prodn sls 
service. 

Television Videotape commercials and pro- 
ductions. 


Video-View 

Div. of General Film Labs. 

1546 N. Argyle, Hollywood 28, Calif.; Ho 
3-4179; Ho 2-6171; Bradley Kemp, m. 
Video tape to film transfers. 


Vogue Film Productions, Inc. 
Bowman Field, Louisville 5; Glendale 4- 
3689; Hal Vinson, p. 

Production of 16mm motion pictures; slide 
films and slides; tv commercials; air- 
checks. 


Volcano Productions, Inc. 

1040 N. Las Palmas, Los Angeles 38; 
Hollywood 7-3111; James Bank, p. 

Tv film shows; tv film commercials; edu- 
cational and industiial shorts; package tv 
film shows. 


VPI Productions 

321 W. 44th St., N. Y. 36; Judson 2-8082; 
Edwin T. Kasper, p; George Tompkins, 
vp: Sheldon Satin, prodn m; Leonard 
Hirschfield, d of photography. 

Tv film commercials; industrial films. 
Branch Office: 

1333 N. Michigan Ave., Chicago 1. 


Roger Wade Productions, Inc. 
16 W. 46th St., N. Y. 36; Circle 5-3040: 
Roger Wade, p: John Savage, motion pic- 
ture d: Donald Lothrop, still and creative 
photography m. 


Television commercials, animation and live 
action; complete art, animation, writing, 
| ed.ting services; oxberry stand. 





Gene K. Walker Productions 
465 California St., San Francisco 4; Yu 
6-2891; Gene K. Walker, p; Claire Me- 
Namara, sec-treas; Roy Grandey, gm. 
Producer of industrial and educational films 
and public relations films for television. 


Washington Video Productions, 
Inc. 

1637 Wisconsin Ave., N. W., Washington 
6. D. C.; Adams 45737; George F. John- 
ston, Pp. 

Tv film shows; tv film commercials; edu- 
cational and industrial shorts; religious 
films; animation, b&w and color; package 
tv film shows; import film; rent studios & 
facilities. 


Louis Weiss & Co. 

655 N. Fairfax Ave., Los Angeles 36; Olive 
3-5350; Adrian Weiss. 

Tv film shows; tv film commercials; sound- 
ies; educational and industrial shorts; re- 
ligious films; package tv film shows; syn- 
dicate tv film; export and import film. 


Ross Wetzel Studios, Inc. 

615 N. Wabash Ave., Chicago; Superior 
7-2755; Ross Wetzel, p. 

Tv film commercials; animations, b&w and 
color; slide film. 


The Wightman Corp. 
480 Lexington Ave., N. Y.; Yukon 6-9563; 


William Reilly, p; Paul deFur, vp: 
Diane Munhall, vp, sec-treas. 
Filming: 


Commercials, industrials, programs. Con- 
sultation and creative services. Live action, 
animation, strip film. 


Wilding Inc. 


1345 Argyle St., Chicago 40; Broadway 
5-1200; C. H. Bradfield Jr., chmn bd; 
H. Williams Hanmer, p; J. A. Kel- 


lock, vp opertns; Clint Hatcher, vp finance; 
Leon Kreger, vp creative services; Joe 
Morton, m;: Wilding Tv. 

Branch Offices: 

405 Park Ave., N. Y.; Plaza 9-0854; Hugh 
Gage, vp. 

4925 Cadieux Rd., Detroit; Tuxedo 2-3740; 
Gordon Miller, vp. 

1345 Argyle St., Chicago; Cliff Weake, vp. 
1010 Euclid Ave., Cleveland; Tower 1- 
6440; L. T. Young, vp. 

109 Stevenson St., San Francisco; Douglas 
2-7789; Dave Butler, vp. 

832 N. Lillian Way, Hollywood, Calif.; 
Hollywood 9-5338; Ted Goetz, m. 

East Akron Post Office Bldg., Po 9150, 
Akron: Stadium 4-5514; Bob Osmum, m. 
617 Vine St., Cincinnati; Garfield 1-0477; 
R. L. McMillan, dist m. 

3 Gateway Center, Pittsburgh; Grant 1- 
6240; Karl Kuechenmeister, dist m. 
3418 E Lake St., Minneapolis, Minn; Park- 
way 4-5512; D. D. Young. 


Willard Pictures, Inc. 

45 W. 45th St., N. Y. 36; Judson 2-0430; 
John M. Squiers Jr., p; Samuel A. Scrib- 
ner, vp; Richard T. Kennedy, creative serv- 
ices. 

Commercials, syndicated spots and indus- 
trial films. 
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You have a commercial to produce, 
you have a tight air date to meet; you 
need the best quality, you need the 
right price — you need the craftsmen 
who can deliver. 


Wilding TV is an organization of 
craftsmen — men who know their 
profession, what it demands, what its 
limitations are, what its dimensions 
are; and it takes craftsmen to produce 
only the best in a given amount of time. 


Time is never sacrificed by your de- 
mand for quality — quality is never 
sacrificed by your demand for time. 
A crew of craftsmen working together 
can anticipate the creative demands of 
each member — and this pays off for 
you when time is of the essence. 


We believe it — 
We live it — 
We guarantee it. 


afl ding ra by 


CHICAGO ° DETROIT 





GOOD PRODUCTION 


is CRAFTSMANSHIP UNDER PRESSURE 





Craftsmen working toward two goals — a deadline 
to meet — a quality commercial to produce. 


LOS ANGELES 
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Frank Willard Productions 
1842 Briarwood Rd., N.E., Atlanta 6; Me 
4-2433; Frank H. Willard Jr., o.; Karl A. 
Fries, sls m: Charlie Cannon, prodn m: 
Avram Fine, prodn coordinator. 
Producers of television spot films and in- 
dustrial films in 16mm and 35mm. Facili- 
ties include air conditioned sound stage 
with overhead lighting; three air condi- 
tioned editing rooms and animation room. 
ll-channel audio input sound system; 
three-channel selsyn interlocked dubbers 
and l6mm projector; Ampex \4-inch re- 
corder. Music library. 


Aubrey Williams Advertising, Inc. 
923 Barracks St., New Orleans 16; Jack- 
son 5-2188; Aubrey Williams, p. 








Reprints of this 
Commercial 
Producers 
Directory 
are available 


at $1 a copy 


Address orders to 


Readers Service, 


TELEVISION AGE 


444 Madison Avenue 
New York 22, N. Y. 








Tv live and film shows; live and film com- 
mercials; package tv live and film shows; 
tv scripts. 


Williams & Hill Ltd. 

4 Albert St., Toronto, Canada: Empire 2- 
1931; Richard H. Hill, vp; Heinz A. K. 
Drege, vp. 

Tv film commercials; import film; slides. 


Williams & Meyer Co. 

Prudential Plaza, Chicago 1; Wabash 2- 
3800; William S. Meyer. 

Slides and balops (telops) ; slide film com- 
mercials. 


Winik Films \e 

250 W. 57th St., N. Y. 19: Circle 6-7360. 
Leslie Winik, p; Richard Winik, vp: 
E. Rosen, sec. 

Produce and distribute filmed tv series; 
produce industrial and documentary films. 
Branch Offices: 

611 N. Tillamook St., Portland, Oregon: 
Atlantic 4-4255; Merriman Holtz, sis rep 
west coast. 

20 N. Wacker Drive, Chicago; Central 
6-8955; Al Levine, sls rep, midwest. 


Raphael G. Wolff Studios, Inc. 
1714 N. Wilton Pl., Hollywood 28, Calif.; 
Hollywood 7-6126. 

Commercials, syndicated spots and indus- 
trials. 


Wonderland Productions 

7934 Santa Monica Blvd., Hollywood 46, 
Calif.; Oldfield 48342; M. L. Bryan, exec 
prod. 

Animated and live-action tv film commer- 


cials, color industrial and public-relations 





Chateau %* 


=== THEATRICAL ANIMALS 


ANIMAL TALENT FOR 
TV COMMERCIALS 


From A Flea To An Elephant 
From A Goatcart To A 
Stagecoach 


608 W. 48th St, N.Y. 36, N.Y, 


TELEPHONE: Ci 6-0520 
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0 ICALS aN ion TITLES A: 


motion pictures, government films, short 
subjects, feature films, 35mm and 16mm. 
Soundproof studio, complete equipment, 
permanent staff for all phases from script 
to screen. Staff pilots fly crews for location 
shooting anywhere in U. S. 


Wondsel, Carlisle and Dunphy, Inc. 
1600 Broadway, N. Y. 19; Circle 7-1600; 
Harold E. Wondsel, p; Robert Carlisle, 
vp chg prodn: Tom Dunphy, vp & d tv; 
Jack Lemmon, vp chg sls; Walter Kull- 
berg, sec-treas; John Affriol, prodn m. 
Motion picture production in all phases; 
documentary, training, sls. promotion, pub- 
lic relations and tv commercials. 


Carter Wright Enterprises 

6533 Hollywood Blvd., Hollywood 28, 
Calif.; Hollywood 9-0944; Carter Wright, o. 
Tv live and film shows; live and film com- 
mercials; music effects. 


Wurtele Film Productions 

P. O. Box 504, Orlando, Fla.; Ga 2-9755: 
Harold S. Wurtele, o. 

Tv film commercials; industrial shorts; 
sound facilities & services. 


Ziv-United Artists, Inc. 

7324 Santa Monica Blvd., Hollywood, 
Calif.; Oldfield 4-2800; Maurice Unger, 
exec up chg prodn,. 

Commercials and syndicated spots; net- 
work & syndicated film programs. 


Seymour Zweibel Productions, Inc. 
11 E. 44th St. N. Y. 17; Murray Hill 
2-4450; Seymour Zweibel, p. 

Industrial & educational films (lease or 
loan); slides and balops (telops); slide 
film commercials. 





Abbreviations 
Abbreviations commonly used in the 
foregoing listing include: a: account; 
ae: account executive; anima: anima- 
tion; assoc: associate; asst: assistant; 
bd: board; b&w: black-and-white; 
chief; chg: 


charge; chmn: chairman; d: direc- 


bus: business; chf: 


tor; div: division; dvlpmnt: develop- 
ment; ed: editor; gm: general man- 
ager; hd: head; m: manager; mus: 
musical; o: owner; off: office; optns: 
operations; p: president; pgm: pro- 
gram; pr: public relations; prod: 
producer; prodn : production; pt: 
partner; pub: publicity; res: resi- 
dent; sec: 
sls: sales; technel: technical; traff: 


traffic; 


president. 


secretary; serv: service; 


treas: treasurer; vp- vice 











RENTAL SOUND STAGE 
Completely soundproof. Fully equipped. 25 feet 
by 55 feet with 22 foot ceiling. Heavy-duty 
intake & exhaust blowers. 100% fireproof. 600 
amps |10v AC power. 220v 3-phase for cameras. 
Rental includes available set materials includ- 
ing 100 running feet of wall flats, window flats 
and door flats. Sets, props, crews, and special 
equipment arranged for. 

EW YORK STUDIOS, INC. 
354 West 45th Street. New York 36, N. Y. 

















CONSOLIDATED FILM 


TALENT 
produces perfect 


processing 


2 executives have an fy A A than 25 years’ experience in the 
eilywood 


These 5: 
film industry and have been an average of over 16 years: 


» Ray Armst 35mm Color egetive Bove Dovehoing Foreman; 2) Ray Biederman, 
Ne ve Assembly Foreman; 3) bere. 16mm Developing Foreman; 
16mm Vay aA 5) Ha Buckler, 35mm Color Posi- 
t Developing Foreman; 6) F. H. Carlin, 35mm Positive Developing Foreman; 7) 
Reginald Carroll, , yt Densitometric Control Foreman; 8) Bob asey, 35mm 
Aplin FS Foreman; 9) John Cooper, Vault Department Foreman; 10) Frank Cootz, 
Timer; George i. 35mm Customer Service Representative; 12) Jack Doyle, 
Timer: 13) Kenneth Du 16mm Negative Assembly Foreman; 14) Ted Fogeiman, 
Teen Superintendent 15) Bill Funck, Title & Optical Production Supervisor; 
Administrator; 17) Jack M. Goetz, Public Relations Director; 
18) Prat’ Gorth, t . 19) Bob Grubel, Chemica! Lab Foreman; 20) Bob Gus’ 
16mm_ Service Coordinator; 21) Dane Hansen, Chief Projectionist: 
= Dick Harrison, 16mm _Densitometric Control Foreman; 23) Cari —m, Oe Qual- 
ity Control En Ten 24) Ted Hirsch, Vice President, Operations: 25) ira . 
Comptroller; ‘om Jones, Maintenance Foreman; 27) Jim Lawler, Office Man- 
: er; 28) Art rh &, 35mm Customer Service Su rvisor; 29) Lew Mansfield; 
mm Customer Service Representative; 30) Julius Mond, 16mm Positive Assem- 
biy Foreman; 31) Frank Montfort, Security Fangs ‘ —r7 —— % Officer; 
32) Paul Morrill, Timer; 2 Val Osborne, Timer; app Machine 
Shop Foreman; "35) t Powers, 35mm Positive Assembly Foreman: 36) Lad 
Powolny, 35mm Negative or control Foreman; 37) Ed 4, ~~: Chief Engineer, 
38) Roger Richardson, Color Control Supervisor; 39) Dick Rodgers, Resident Coun- 
= pl Bob Ross, Kodachrome Negat ie Assembly Foreman; 41) Herscheil Sanders, 
partment Director; 42) Job rson, Equipment Maintenance Supervisor; 
43) Ral h Shadduck, Title & Optical A Lvieegenans 44) Pete Sil 
——_ ustomer Service Representative; 45) e Simon, Pan Manager; 
16mm Production Control tI 47) Sid Solow, Vice President 
and eneral Manager; 48) Morris Sparks, ) ma 49) Tom Sproul, 35mm Customer 
Service Represen 50) Dale Tate, Title & Goteat ivision Manager; 51) 
jack " & insert Camer 52) Meyer Weinstock, Kodachrome 
Department Forema 








MANY THANKS FOR A FRANTIC FIRST FIVE MONTHS! 


NEEDHAM, LOUIS & BRORBY, INC. 


Johnson's Wax State Farm Insurance 
Marsettes Glo-Coat 


GRANT ADVERTISING (OF CANADA) LIMITED 


Ajax Go 

Supersuds Florient 
Cashmere Bouquet Zylax 

Dodge and Plymouth Cars Timex Watches 


MacFARLAND, AVEYARD & COMPANY 
Drewrys Beer Alemite CD-2 


CAMPBELL-MITHUN, INC. 
Laura Scudder Products Red Ball Jets 


CARSON /ROBERTS/INC. Mattel Toys 
D. P. BROTHER & COMPANY A. C. Auto Accessories 


KNOX-REEVES General Mills 


AND 


QUARTET PICTURES, INC. PANTOMIME PICTURES 
GRANTRAY-LAWRENCE, INC. CINEMA RESEARCH CORP. 





PARAPIC SERVICE CORPORATION 


5318 Melrose Avenue 


Chicago Hollywood 38 
Dick Lewis Jim Chapin 
RAndolph 6-451 Hollywood 2-7377 
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Candies (Continued from page 37) 


Rosa was the sponsor of a pizza party 
on The Buddy Dean Show, which 
featured Annette Funi- 
cello. watched La _ Rosa 
pizza being served throughout the 
party-program and sold by the tv 
personalities, 


songstress 


Viewers 


The agency has a unique plus in 
its broadcasting department. It hires 
tv producers to travel around the 
country and investigate markets and 
local talent. The 
ducer” 


“traveling pro- 
is able to cement strong rela- 
tions with stations, reps and local 
talent. He is able to latch on to avail- 
abilities when they just go on the 
board. Sometimes the producer is 
able to scoop up new openings before 
the rep announces them. Prior 
guarantees of partial sponsorship on 
new shows add another fillip which 
the producer can arrange. H&G took 
on the Miss Frances Ding Dong 
School for Cocoa Marsh when the 
show moved to Chicago, Terrytoon 
Circus for Stahl-Meyer frankfurters 
and Romper Room, again for Cocoa 
Marsh. 

The agency not only arranges for 
local tv personalities to present the 
commercial on tv but to get out and 
meet the customers, as well. Armed 
with trinkets and toys they go to 
supermarket openings and _heavy- 
traffic areas to meet the children. 
Often they are accompanied by H&G 
account executives. 


‘Children’s Expert’ 


With several accounts which are 
for children, H&G’s copy and ac- 
count men have become adept at 
indoctrinating young, unformed 
minds. Vice president Edward Ric- 
chiuto, described as the agency’s 
“children’s expert,” has developed a 
master plan to sell these products. 

“First,” he opines, “you should 
condition the child to the merits of 
the product, remembering that the 
parent listens to what the child re- 
quests.” In the Cocoa Marsh com- 
mercials such factors as chocolate-y 
taste and vitamin B—to keep the kids 
active, healthy, etc——are aimed at 
the moppet set while the ‘builds 
strong bodies’ trait is geared to the 
mothers. 





MR. SKOOG 


“The next point,” he adds, “is to 
make the child remember the prod- 
uct.” The Cocoa Marsh commercial 
says, “Look for the lion’s face.” A 
red rose is the trademark for La 
Rosa products. 

Contests are an important promo- 
tion area at H&G. “To run a good 
contest, you must look for the unique 
prize, anything a child or parent 
can not afford,” Mr. Ricchiuto con- 
tinues. “The prescribed period of 
time (send in label of product in six 
weeks) moves the product quickly.” 
One contest sponsored by La Rosa 
offered a mink stole for the mother 
and a tailored mink stole if the win- 
ner were a girl, or a midget racer if 
he were a boy. 

After the contest there is a self- 
liquidating push where everyone 
wins. This is a “send in 50 cents 
and you can have . . .” A contest 
always includes the presentation of 
the winner on television “to make 
it authentic” and the issuing of small- 
er gifts to regional winners. Then 
the reconditioning cycle starts again. 
Cocoa Marsh, with a total advertis- 
ing expenditure of $15,000 in 1956, 
spent $1,152,390 in 1959 on spot 
alone. La Rosa’s spot figures, ac- 
cording to Television Bureau of Ad- 
vertising, jumped from $297,160 in 
1958 to $621,690 in 1959. 

Jingles and humor are emphasized 
in H&G commercials. Mr. Daraio 
disagrees with those agencies which 
disavow the impact of jingles. He 
stresses that “a jingle can enhance 
a commercial and is an important 


memory factor. This applies espe- 
cially to children. A successful jingle 
is like a hit song out of a Broadway 
musical. It pushes the corporate 
name of the product.” 

Humorous commercials, a practice 
with which some agencies would pre- 
fer not to be identified, are whole- 
heartedly endorsed at H&G. Copy 
chief Arthur C. Mayer likes the anti- 
humor agencies, remarking, “They 
are giving the rest of us a greater 
opportunity to step in.” He does not 
agree with those who believe humor- 
ous commercials are _ short-lived. 
“Children will laugh at the same 
thing over and over,” he maintains. 
“Granted, adults will laugh harder 
the first time, but the commercial 
still retains its effectiveness. A view- 
er can sense a commercial coming. 
He can jump up from his chair only 
so many times, but he can shut off 
his mind to the message any time. 
This,” he says, “is what commercials 
must prevent, boring the viewer.” 
Mr. Mayer works with Len Glasser, 
tv-copy writer. There is plenty of 
fence-crossing in the art-copy de- 
partment. “Sometimes I'll be typing 
out a caption while Lennie is sketch- 
ing the frame,” Mr. Mayer relates. 
Or one will write the copy and do the 
storyboard drawings as well. 

Total Participation 

Total participation is what H&G 
wants the client to expect from the 
agency. Charles V. Skoog Jr., the 
agency's 42-year-old president, in an 
address on “What a Client Should 
Expect from His Advertising Agen- 
cy,” outlines “not just making print 
and broadcast advertisements, but 
also your selling aids, your merchan- 
dising, your promotional literature, 
your product publicity—the works. | 
think you should expect your agency 
to look upon advertising as a way to 
generate sales today. Not just a 
device for holding on to old business, 
but a way to flush out new buyers.” 

The groundwork for a new account 
is laid by concentrated research. “We 
check all the product’s competition, 
evaluating the methods and weight 
of advertising—the ‘know thine ene- 
my’ technique,” Mr. Grunewald says. 
The media department examines the 
audience, market and product. Then 
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UPPER PENINSULA 
IS EASILY AVAILABLE 


NOW 





The New $100,000,000 
BIG-MAC Bridge 


carries thousands to the U. P. daily! 


Paul Bunyan Television 
WPBN-TV 


Traverse City Cheboygan 


One Rate Card 


Covers 25 Northern Michigan Counties 
INCLUDING a big chunk of the U. P. 
and parts of Canada 


Offering the Only Principal 
City Grade and Grade A 
coverage to Traverse City, 
Cheboygan, and much of Resort-Rich 
Northern Michigan 


Reach the MOST homes with P B N * 


7000 MORE Homes Reached Than Sta. B. 
(M-F, Noon-6 PM) 

1900 MORE Homes Reached Than Sta. B. 
(M-F, 6 PM-Mid.) 

2800 MORE Homes Reached Than Sta. 8B. 
(Sat. 6 P d.) 


-Mi 


1900 MORE Homes Reached Than Sta. 8. 
(Sun. 6 PM-Mid.) 


*ARB (March, 1960) 





paul Bunyan Network 





Les Biedermon 
Re Genero! Monoger 
representatives 


ul & McConnell 


notions! 


Venard, Rinto 











Network Representative Elisabeth Beckjorden 


WTOM-TV 
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it aims for the “in-market group,” 
which Mr. Grunewald admits as be- 
ing “more work but much more effec- 
tive.” Mr. Skoog adds, “You can’t 
get all 180 million people, so we 
isolate the client’s market, investi- 
gate it and then attack it from with- 
in.” 

This in-market technique, _bul- 
warked by merchandising and pro- 
motion, has given clients noticeable 
sales increases which were followed 
by heavier tv investments. Working 
with a total television budget of 
$100,000 in 1955, the agency slotted 
Sandran Vinyl floor covering on the 
Steve Allen Tonight show twice a 
month. Using a_ spectacular ap- 
proach, it televised Sandran paving 
part of a New York street. The floor 
covering was undergoing the beat- 
ing, trampling and dirt of steam 
rollers, elephants and Times Square 
trafic. After each torture test, emcee 
Allen would mop up the covering. 
leaving it sparkling for the watching 
tv audience. 


Local Demonstrations 


Meanwhile, the salespeople whom 
H&G invited to the studio audience 
were scooped into a sales meeting 
and briefed. Dealers were supplied 
with sales kits to execute similar 
demonstrations in local areas. One 
was staged on the main street of 
Perth Amboy, New Jersey, during 
its 275th anniversary parade. “Get- 
ting the salesmen and trade excited 
is part of a successful campaign,” Mr. 
Grunewald emphasizes. 

Planning a Sandran placement on 
the summer Olympics this year, H&G 
acquired a spot on the decathlon seg- 
ment. Salesmen were supplied with 
starters’ guns to shoot off the an- 
nouncement of a new “Olympia” 
pattern rushed into local stores. 
Along with naming the new pattern, 
the agency aligned the 10 strengths 
of the floor covering to the 10 Olym- 
pic feats. Sandran’s total tv expendi- 
tures for 1960 are $1.3 million, an 
increase of 1,200 percent since 1955. 

“Since every account is being so- 
licited by competitive agencies,” Mr. 
Hicks says, “an agency must have 
the foresight and vital ambition con- 
stantly to fortify and broaden its 


team. It must give the client top 
management and guidance-ownership 
attention.” 

These statements sum up the new 
regime which took over the agency 
in 1957 from the founders, Leslie 
Hicks and Harry Greist. The new 
group started with Harry Hicks Jr., 
Charles V. Skoog Jr., Kenneth A. 
Hamilton and Theodore J. Grune- 
wald, who act as account supervisors. 

Actually, the history of H&G goes 
back to 1936. Mr. Greist and Mr. 
Hicks Sr. were running the New York 
office of Moser & Cotins, carrying 
such accounts as Saratoga Spa and 
Utica Club beer. Picking up General 
Cable Corp. and other industrial ac- 
counts, the two men made the New 
York office profitable and in 1942 
changed the agency’s title to Hicks 
& Greist. 

Their first major consumer account 
came from the Lewyt Corp.’s vac- 
uum cleaner. The success of Lewyt 
attracted other hardware accounts, 
resulting in the consumer area of 
the agency. Hicks, taking over the 
industrial end and Greist the con- 
sumer, set up the practice of cross- 
fertilization by which both areas— 
consumer and industrial—would util- 
ize each other's techniques. 

This practice is still carried out in 
the agency. The industrial ads re- 
flect the slick format of the con- 
sumer, while the consumer accounts 
have the printed aspects of the in- 
dustrial, such as brochures, house 
organs and catalogs. “Automatical- 
ly.” Kenneth Hamilton, vice presi- 
dent and treasurer, believes, “the 
industrial end of an account means 
business. Along with creativity, the 
client wants a businessman who can 
bring to the product this attention.” 

After World War II the new wave 
entered the picture, and presently 
these four men are the core of the 
agency—with added forces. The pol- 
icy of H&G is no absentee ownership 
in the company: the agency has 25 
per cent of its 100 employes as stock- 
holders. 

Although total billings have more 
than doubled since 1957, the new 
regime is still “indebted to the strong 
foundation and steady building” of 
its two predecessors. 























Pp 
. Storer Spot Sales Organization 
w A new national sales organization to represent the five Storer Broad- 
casting Co. television stations in national spot sales is being established 
ie and will begin operations on July 1, 1961. 
- Offices will be opened in New York and Chicago to represent WJBK-TV 
Detroit. wyw-Tv Cleveland, witi-tv Milwaukee, waca-Tv Atlanta and 
wspp-Tv Toledo. Arrangements are being 
e made, however, to have the Storer stations 
3 represented in other cities. 
* The new spot sales organization will have 
pe 10 salesmen in New York, as well as research, 
Kk promotion and other departments. The Chi- 
E cago office will have an office manager and 
id five salesmen. A corporation will act as a 
al general tv spot representative firm; at first 
rs however, the firm will represent the five 
“a Storer tv stations. 
2 Peter Storer, managing director of wspp- 
- TV Toledo, has been appointed general man- 
MR. STORER ager of the new organization. Previously Mr. 
i Storer was head of sales for wJw-tv Cleve- 
xf land and had been in Storer’s New York sales office. He has also worked 
yt in CBS radio spot sales in New York. 
» In another management change, Storer Broadcasting has named Bill 
of Michaels regional vice president for Detroit and Cleveland, and Terry H. 
he Lee regional vice president for Atlanta, Toledo and Milwaukee. Mr. Lee 
- is vice president and managing director of waca-tv Atlanta; Mr. 
» Michaels holds the same post at WJBK-TV Detroit. They will assume over- 
‘I. all responsibilities for the Storer tv stations in their areas after the first 
of the year, at which time appointments will be made of new managing 
: directors for the Storer stations in Detroit and Atlanta. Silent film humor isn’t silent 
ze anymore! Now, CLIFF NORTON 
ie aS FUNNY MANNS, adds up-to- 
vl date laugh-making in connec- 
n- Play (Continued from page 44) rights to many shows are tied up, and tion with specially created 
: aa me have ae Meg sound effects and original 
al- wood are financially unavailable. As : : : : 
si Mary Stuart and Henry IV were the a result The Play of the Week often fun-filled, live music. All in 
he only two which were almost identical chooses works which have had un- 130 eight-minute highlights of 
ns to the original productions. Some- successful or moderately successful the merriest old-time movie 
he times innovations are made, such as runs on Broadway, but which Mr. comedies, featuring such all- 
an the changing of the family in Seven _ Landau and Mr. Miner believe should time greats as the Keystone 
“thay Times Monday to Negro and the ad- be done. Also, in the future, there Cops, Ben Turpin and many 
we dition of the graveyard dance in The will be a growing accent on original many others. With CNP’s 
ly Dybbuk. Mr. Miner considers cast- material, while maintaining the high wre ier 
“ ing of prime importance. The Ice- standards already set in the past two FUNNY MANNS a Fe2 kids in your 
ol- man Cometh, for example, had great _ seasons. area will be laughing. Your 
‘ip weaknesses in other previous legit The Play of the Week is now be- advertisers will be happy. 
25 productions, he says, but excellent ginning to sell its second series to You'll feel pretty good too. 
ck- casting of minor as well as major markets outside of New York, and the What are you waiting for? 
characters and imaginative direction reaction from other local station man- 
= resulted in better reviews for the tele- agers and their viewers is as en- 
_ vision show than it had had on the thusiastic as in New York. The pro- 
ng stage. gram definitely appears to have 
of The problem of getting property is found its audience of intelligent and NBC TELEVISION FILMS, A DIVISION OF 
often more difficult than casting. The _ selective viewers. CALIFORNIA NATIONAL PRODUCTIONS 
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130 eight-minute sequences 
produced with an experienced 
eye to station needs. Old-time 
movie greats like the Key- 
stone Cops, Ben Turpin, Lou- 
ise Fazenda in highlights of 
their merriest comedies — 
with CLIFF NORTON adding up- 
to-date laughter. You can in- 
tegrate single episodes within 
larger shows of your own, tie 
them in with your local emcee, 
or put them together for any 
program length best suited to 
your station requirements. 
What are you waiting for? 


NBC TELEVISION FILMS, A DIVISION OF 
CALIFORNIA NATIONAL PRODUCTIONS 
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Newsfront (Continued from 23) 


tisers buying at the higher rates. 

In effect, the card works this way. 
An advertiser might offer the lowest 
rate for a minute at 9 p.m. Tuesday, 
but takes the chance of losing the 
spot if a competitor offers a better 
The 


can 


price. second advertiser, of 


course, lose the announcement 
in two weeks unless he wishes to meet 
a third competitor’s offer. 


Frank G. Boehm, 


Young-Tv vice president in charge of 


Developed by 


research, with James O'Grady Jr.. 
executive vice president, the plan is 
which 


seeks its own level.” In Mr. O’Grady’s 


described as one in “water 
words, “The standard tv rate card is 


nothing more than an old radio card 





MR. O'GRADY 


applied to the new medium. It long 
ago outlived its usefulness and does 
not reflect the unique conditions and 
circumstances operating in tv.” 
Young researcher Marvin Roslin 
credited the increasing use of the 
“make me an offer” system to its 
flexibility 


makes every spot salable. It meets 


and respectability. “It 
special conditions such as the modi- 
fied buying activity in the summer. 
And, since each agency can tailor its 
own buys, it precludes the tempta- 
tion to ask for special deals or off- 
card buys.” 

Mr. O'Grady noted that the popu- 
larity of various programs on any 
one station fluctuates greatly. Often 
with popu- 

individual _high-rated, 


a_ station ‘low over-all 


larity has 





highly salable time periods. How- 
ever, he said, because of one price 
category for each part of the broad- 
(“standard 


popularity as the 


casting day cards use 


average price- 
setting criterion”), depressed stations 
can lose money on their higher-than- 
average spots and can fail to sell the 
lower-than-average openings. “If they 
try to compensate by raising prices 
so as to make more on the salable 
spots, they sell little else.” 

The elimination of frequency dis- 
counts—at a time when various 
agencies are endeavoring to obtain 
such discounts from newspapers “be- 
cause we get them from broadcast” 

was defended on the grounds that 
agencies have developed a_ sophisti- 
cated approach toward spot buying 
in which ratings comprise the single 
most important feature. 

“Advertisers,” it was stated, “seek 
to measure the value of each dollar 
audience- 


spent by the immediate 


efficiency potential, rather than by 
future benefits to be accrued over a 
long term. They all but disregard 
the reward feature of frequency-dis- 
count cards.” 

Among the stations which have 
adopted the Young card are KEY-T 
KNTV 
WEHT-TV Evans- 
ville, wrvc Chattanooga and wxIx 
Milwaukee, most of which have had 


the flexible rate structure in effect 


Santa Barbara. San _ Jose- 


Salinas-Monterey, 


for several months. 

Joe Windsor, commercial manager 
of the Chattanooga station stated he 
was “convinced the new card was 
responsible for several thousand dol- 
lars of additional revenue during the 
‘dry’ months of summer. Secondly, 
it has permitted us to sell spots in 
our lower-rated time periods. The 
new card seems to be the angwer to 
the rising cry among agencies that 


should 


summer because of decreased view- 


ing.” 


stations lower rates in the 


Ready For ’64 


The inauguration of John F. Ken- 
nedy is several weeks off, but network 
executives, justifiably proud of the 
medium’s part in the campaign and 
clection coverage, have begun a cam- 








act 


er 


iat 








paign to ease broadcasting restric- 
tions on the political events of 1964 
and after. 

Both Dr. Frank Stanton, president 
of CBS, and Robert W. Sarnoff, NBC 
chairman of the board, are par- 
ticularly concerned with obtaining a 
permanent suspension of the equal- 
time provisions of Section 315 of the 
Communications Act, and both ex- 
ecutives are pleading for action now 
and advancing solid reasons for their 
request. 

“It is clear today,” Mr. Sarnoff 
this month told the Special House 
Committee Investigating Campaign 
Expenditures, “that broadcasters have 
passed the test, not only for the sheer 
size of their efforts but for the fair- 
ness and responsibility of their 
presentations.” By removing the limi- 
tations imposed by Section 315, he 
stated that future Presidential cam- 
paigns could be shortened at least six 
weeks. Savings would be effected in 
the area of financing as well as in the 
amount of physical strain on candi- 
dates, the time Congress is kept from 
its business, the chances of overex- 
posure and repetition on the parts of 
the candidates, etc. 

In a booklet distributed by CBS- 
TV, network president James T. 
Aubrey Jr. points out that Dr. Stan- 
ton first strongly advocated the ex- 
emption of news programs, news 
interviews, documentaries, panel dis- 
cussions and debates from equal-time 
regulations in mid-1955. Although 
this position has been repeatedly 
voiced, Section 315 remains on the 
statute books, says CBS-TV, “with its 
implications that broadcasters are un- 
worthy of full journalists freedom 
and _ responsibility.” 

The CBS brochure (part of an oc- 
casional series entitled “Point of 
View”) notes that the public is the 
greatest loser under Section 315, in 
that it is denied the opportunity to 
see and hear major political candi- 
dates at suitable length. “The right 
to give greater voice to the candidates 
of greater consequence—a_ right 
American newspapermen have always 
exercised—has been denied the 
broadcast journalist,” it states. 


“Only when permanent revocation 


of Section 315 is achieved,” the net- 
work makes clear, “will the broad- 
cast journalist be free to offer con- 
sistent political coverage, free to re- 
port substantial and worthwhile 
divergent opinions, and free in every 
election—national, state and local— 
to carry distinguished debates in the 
spirit of Lincoln-Douglas.” 


Global Exchange 


As a “dramatic breakthrough in 
the dissemination of ideas and ‘cul- 
tural exchange through local tele- 
vision,” five tv broadcasters in the 
major English-speaking nations 
throughout the world have formed the 
International Television Federation, 
to be known informally as Intertel, 
the first international organization of 
its kind. 

Participants are Associated Redif- 
fusion, Ltd., of Great Britain, the 
Australian Broadcasting Commission, 
the Canadian Broadcasting Corp. and, 
for the United States, the Westing- 
house Broadcasting Co. and _ the 
National Educational Television and 
Radio Center. 

Intertel each month will produce 
an hour-long documentary on world 
topics of substance and meaning. The 
first program of the series, France: 
In Transition, to be done by Asso- 
ciated Rediffusion, will be available 
in April and will be seen in this 
country on the five WBC tv stations 
(wBz-Tv Boston, Kyw-Tv Cleveland, 
KPIX San Francisco, KDKA-TV Pitts- 
burgh and wJz-tv Baltimore) and 
the 50 educational stations affiliated 
with NETRC. The initial program, 
as well as the rest of the series, will 
then be made available to stations in 
markets not served by WBC and 
NETRC. 

Intertel’s U. S. participants first 
joint program will be a look at the 
Study of the United Kingdom. 

Supervisory committee for the 
U. S. programming segments consists 
of Donald H. McGannon, WBC presi- 
dent; John F. White, president of 
NETRC; Richard M. Pack, WBC 
vice president, programming, and 
Robert Hudson, NETRC vice presi- 


dent for programming. 








Advertisers know a good 
thing when they see it — and 
they're sure going for FUNNY 
MANNS! Discover for yourself 
how many advertisers and 
agencies have already said 
they want to buy in to FUNNY 
MANNS. They like our fresh 
way of presenting silent 
movie comedy...in 130 
eight-minute programs, each 
humor-enriched by specially 
created sound effects, scored 
with original, live music, inte- 
grated with CLIFF NORTON’s up- 
to-date merrymaking. The kids 
in your area will go for it, too. 
What are you waiting for? 


NBC TELEVISION FILMS, A DIVISION OF 
CALIFORNIA NATIONAL PRODUCTIONS 
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The media analysis team of Brooke, Smith, French & Dorrance, Inc. in a “‘do 
not disturb,” “‘right-through-lunch"’ emergency session. L. James Schneider, 
Vice President and Account Executive; George Johnston, Vice President and 
Director of Media; John S. Pingel, Executive Vice President; Hal E. Rumble, 
Vice President and Manager of Media Department; Charles V. Hicks, Vice 
| President and Creative Supervisor. 


DOUBLE OR NOTHING 


This decision calls for competent media information 





Situation: . .. sudden change in client plans. 
Requirement: more space per ad; more time per commercial...with the same budget! 


Need: ...... immediate access to capsuled reviews of the relative virtues of the 
media that had been painstakingly worked into the schedule before 
the change-order came through...and of others that may now be 
considered. 


Solution: . . .. check SRDS media listings, market data and whatever good, perti- 
nent information can be found in files, desk drawers and—they hope 
—in your Service-Ads in SRDS. 


Question: . . . all of vour selling actions have made their impressions on some or 
all of these decision makers—so have your competitors’— but right 
now, how well are you serving their buving actions? 


Opportunity: with competent strategically positioned Service-Ads in SRDS 
YOU ARE THERE selling by helping people buy 


SZROS Standard Rate & Data Service, Inc. 


the national authority serving the media-buying function 


@ | 
. Nn \ 
C. Laury Botthof, President and Publisher ®@ 
5201 OLD ORCHARD ROAD, SKOKIE, ILL., YORKTOWN 6-8500 7) foo 
SALES OFFICES — SKOKIE, NEW YORK, LOS ANGELES, ATLANTA mee | 
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In the picture 


Bruce L. Newman has joined the Kudner Agency, Inc., as a senior vice president 
and a member of the board of directors, it has been announced by Charles R. Hook 
Jr., president of the agency. For the past year Mr. Newman has served McCann-Erick- 
son, Inc. (U.S.A.), as a vice president. Prior to this association, between 1954 and 
1960, he was connected with the Curtis Publishing Co. in advertising and sales. He achieved 
further experience in the publishing field before going with Curtis, when for five years 
—from 1949 to 1954—he was associated with the Meredith Publishing Co. Mr. Newman 
was educated in various countries on the Continent, and during World War II he served 
in the U. S. Air Force for five years. He presently resides in New York City with his 
wife Elaine, who is noted for her work with charitable organizations. 





Thomas A. McAvity has been named to the new post of vice president, programming, 
in the tv-radio department at the J. Walter Thompson Co., it has been announced by Dan 
Seymour, director of the department. Mr. McAvity was formerly senior vice president 
of M-E Productions and vice president of tv-radio programming at McCann-Erickson, Inc. 
(U.S.A.). He joined NBC as a producer in 1929 and rejoined the network in 1951 
after some years of experience in the agency field and one year with CBS (1950) as west- 
coast tv-radio production supervisor. He became national program director at NBC in 
1951, vice president in charge of network television programs three years later and ex- 
ecutive vice president in charge of network programs and sales in 1956. Born in St. 
John, New Brunswick, Mr. McAvity attended McGill University in Montreal. 





oe] R. Richard Carens (I.), vice president and former account 
"executive, has been promoted to director of marketing and retail 
promotions for the Eastman Chemical Products, Inc., account at 
Doherty, Clifford, Steers & Shenfield, Inc., and Jack Benoze 
(r.) has been elected vice president at the agency and appointed 
account supervisor for the Eastman account. Mr. Carens came 
to DCS&S in 1958 from Fairchild Publications, where he was 
associated with the Daily News Record. Mr. Benoze joined the 
agency also in 58, formerly having been with Calkins & Holden 
and with Peck Advertising. 





Joining Foote, Cone & Belding in the capacity of vice president and copy director of 
the New York office is John S. Williams, it has been announced by the agency. Mr. 
Williams returns to New York from Greenville, S. C., where for the past year he has 
been associated with the Henderson Agency. Before going with the latter company he 
was a senior vice president at Cunningham & Walsh, which agency he also served as 
chairman of the executive committee and as a member of the board of directors. At the 
outset of his career in the advertising industry Mr. Williams was with Newell-Emmett, 
doing copy and contact work. He left that firm to join the Fletcher D. Richards Agency 
(now Fletcher Richards, Calkins & Holden) as vice president in charge of creative serv- 
ices, leaving there in 1952 to go with Cunningham & Walsh. 





Charles E. Corcoran has been appointed director, NBC Television network opera- 
tions, it has been announced by William H. Trevarthen, vice president, operations and 
engineering, NBC. Mr. Corcoran, who has been manager, video tape, film and kinescope 
operations for NBC-TV since March 1959, joined NBC in February 1951 as a television 
engineer. In May °51 he was promoted to studio engineer and shortly thereafter was as- 
signed to the color-television development group and then to color technical operations. 
In September 1955 he was named technical director and in this capacity was assigned 
to many of the network’s major color and black-and-white programs. The following year 
he was appointed technical supervisor and in August °57 became facilities manager for 


the RCA Building in Rockefeller Center, New York. 
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LOOK MA, MUSCLES! 





Rochester, Minnesota is the market 
with muscles. It is the fastest growing 
market in the state. 


If you are interested in push-ups, this 
is the market that has been pushing 
up for the last decade—up in con- 
struction, up in population growth, up 
in retail sales. 


As a matter of fact, the annual con- 
sumer spendable income is $886,- 
000,000. 


And you reach this large, growing 
market through KROC-TV which com- 


mands 70% of this audience sign-on | 


to sign-off, according to ARB. 


Ask Venard, Rintoul & McConnell how | 


easy it is to push up sales for your 
client in the Rochester, Minnesota 
Market. 


KROC-TV 


CHANNEL 10 


Rochester, Minnesota 


National Representative: 
Venard, Rintoul & McConnell, Inc. 


Minneapolis: Harry S. Hyett Co. 


Network Representative Elisabeth Beckjorden 
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me uere so J Camera 





In Camera projects a look ahead, 
in order to see what kind of year 
1961 will be, television-wise as well 
as otherwise: 

You can bet it will be a year in 
which someone will make a survey 
and determine that television con- 
sists of nothing but mayhem and 
murder . . . it will be a year in which 
a pollster, known for his objectivity 
and lack of bias—in charging fees 
for his services, that is—will make a 
speech at a luncheon and claim that 
while consumers decry and even howl 
against television commercials, they 
just love newspaper and magazine 
ads. This speech will, of course, be 
wildly cheered by its hearers who 
happen to be print media men. . . . 


* * ” 


The year 1961 will also be a year 
in which television will be used by 
brand-new President Kennedy for 
live news conferences during eve- 
ning prime time . . . a year in which 
the four million television sets in 
Russia will probably be doubled . . . 
there will be some few programs 
based on the American Civil War— 
that is, a few hundred. 

* * ~ 

There is no doubt that in 1961 
movies on television will be later 
than ever—both in year of concep- 
tion and hour of reception . . . there 
may be a new vice president or two 
at the networks . . . and also some ex- 
vice presidents . . . and it will be a 
year in which a television writer will 
spout a diatribe in a trade paper 
against television’s restrictions and 
sponsors undermining art and under- 
estimating the public and underpay- 
ing the artist (him). He will then 
jump into his Hollywood heated 
swimming pool and come up with 
the announcement that he is finished 
with providing his brain children for 
a mess of a sponsor’s potage. He will 
then get into his sports shirt of many 
colors, hop into his sports car of 
much horsepower and speed to the 
movie studio, where he will attend 
a meeting and sign contracts to pro- 


duce and supervise a tv series. . . 
* - ~ 
The year 1961 may be the year in 
which David Susskind will have an 
exclusive interview with David Suss- 
kind . . 


we shall have to learn to be sure 


. it will be a year in which 


without Betty Furness, and an annum 
in which the receivers will be getting 
smaller and smaller, and, if our 
laundry-man has his say, the dimin- 
ishing sets will be known as teewees. 


* a a 


This will be the 12-month period 
in which a speechmaker will say: 
“Newspapers have two great advan- 
tages over television. They can be used 
by men as barriers against their wives. 
The second advantage is that you 
can’t line a garbage pail with a tele- 
vision set—it’s usually the other way 
around.” And the speaker will get a 
big laugh, just as Marya Mannes did 
with these very words in a speech 
she delivered during 1960 to the 
Newspaper 


American Society of 


Editors. 
* a % 

The coming annual period will be 
a time in which television will find 
more friends who can _ influence 
people such as the Gesell Institute’s 
Frances Ilg, M.D., and Louise Ames, 
Ph.D., who write a daily newspaper 
column, Child Behavior, and an 
author named Nancy Larrick. 

“Is tv really the menace that some 
of its detractors would have us be- 
lieve?” the two writing doctors asked 
in their column recently. They went 
on to say that they didn’t think so 
and pointed to an N. Larrick pam- 
phlet as evidence that tv does create 
great reading interest among the 
young. 

We ourselves agree most whole- 
heartedly with these eminent profes- 
sionals. Why, just today our four- 
year-old boy came running with the 
daily paper and, pointing to a pic- 
ture of French President de Gaulle 
in full military uniform in Algiers, 
said, “Daddy, read me about Cap- 
tain Gallant.” 
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TAKING THE REWIND BREAK 


Once a month there’s silence on the set, when General Film’s 
newsy REWIND arrives in the mail... 

REWIND is rich in expert, up-to-date articles about equip- 
ment, new techniques, processing methods, jobs, confer- 
ences, conventions and other information vital to film 
production. 

To subscribe to REWIND simply send in your request and 
state your type of work. It’s distributed free of charge by 
General Film Laboratories, where unique service to the 
industry has made General the undisputed leader in the 


a) 
GENERAL 


FILM LABORATORIES 
1546 Argyle, Hollywood 28, Calif. / HOllywood 2-6171 - central division / 106 W. 14th St., Kansas City 5, Mo. / GRand 1-0044 
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CHANNEL 6 


Beaumont Port Arthur Orange 
D. A. Cannan, President 


C. B. Locke, Executive Vice President & 
General Manager 


‘> Mott Johnson, Sales & Operations Manager 


" i 5 Peters-Griffin- Woodward, Inc. 
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